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HOW TO 

HIT THE BULLSEYE 
IN VIRGINIA 

The marksman who wins the prize is the one who 
hifs dead center with every shot. 
The bullseye in Virginia is the area some 75 miles 
around fast-growing Richmond 

And this is the area where Havens & Martin stations, 
radio and television bath, are fully appreciated and 
faithfully tuned. These First Stations of Virginia, 
pioneer outlets for NBC, ore tailor-made for top 
advertising results throughout Virginia's first market. 
Your nearest Blair representative will tell you 
about WMBG, WTVR, and WCOD, how they tie in 
with your picfure. 



Havens & Martin Stations are the only 
complete broadcasting institutions in Virginia. 



WTVR i 
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FIRST STATIONS OF VIRGINIA 

1 




Pioneer NBC outlets for Virginia's first market. 



Represented nationally by 
John Blair & Company. 
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irth rate breaks 
record in 1949 



CF still spends 
most for radio 



Radio increased 
Pet Milk sales 131% 



P & C, Bab-0 
get lowest C.P.I, 
from radio 



Women's mags 
second to radio for 
food advertisers 



30 January 1950 

A Metropolitan Life Insurance report released this month showed that 
3,700,000 children were born in 1949 — an unprecedented number in 
the country's history, and the third successive year in which the 
population increase exceeded 3,500,000. Children influence buying 
habits; they acquire buying habits. . .both important to advertisers. 

-SR- 

The largest food advertiser. General Foods, spends more for radio 
than any other medium. More than half of its broadcasting budget is 
in daytime radio. Figures available for 1948 look like this: 



All radio 
Daytime radio 
Newspapers 
General magazines 
Farm magazines 



$6,774,000 
4,204,000 
4,313,000 
4,501,000 
1,280,000 

-SR- 



The canned milk market, exclusive of government sales, increased more 
than 40% in the last decade. Pet Milk sales increased 131%. Most 
of its advertising budget has been allocated to radio. According to 
the most recent report (1948) Pet Milk spent $1,320,000 (time costs 
exclusive of talent) for network radio. $58,000 went to newspapers. 
Breakdowns of inquiry costs for magazines, newspapers and radio are 
virtually in the category of military secrets for most companies. 

-SR- 

Some comparative costs obtained by Bab-0 and P & G illustrate as 
perhaps nothing else can some of radio's advantages in action. 

Bab-0 breakdown of inquiry costs on identical offers for three media: 
1942 cost per inquiry in magazines : $1.44 
1942 cost per inquiry in newspapers : .36 
1942 cost per inquiry in radio : .08 

The P&G breakdown, also on identical offers, in the same three media: 
1933 cost per inquiry in magazines : $1.37 
1933 cost per inquiry in newspapers : .367 
1933 cost per inquiry in rad i o ; .097 

-SR- 

Food advertisers today invest more than twice as much money in net- 
work radio alone as they do in all women's magazines combined. It is 
impossible to get an accurate estimate of the total figure for all 
radio (including regional and national spot operations). Food adver- 
tisers spent in the neighborhood of $47,000,000 for network time costs 
(exclusive of talent) in 1948. 
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Campbell Soup 
radio budget rises 



Campbell Soup — leader in its field — spent 52% of its budget in 
radio in 1938 and 66% in 1948. 



"Big three" increase 
radio budgets 154% 



Tobacco industry 
ups radio spending 



Armstrong Rugs 
use radio 100% 



-SR- 

The "big three" soap advertisers increased their buy of network radio 
time alone from $10,859,018 in 1938 to $27,570,390 in 1948. An 
increase of 154%. 

One of the "big three" — the largest advertiser in America — 
P & G, spent 57% of its 1948 budget for network radio time alone. 
In 1936 it spent 40% of its $8,000,000 advertising budget for network 
radio time. 

-SR- 

The cigarette and tobacco industry, from 1938 to 1948, increased its 
expenditure for network radio time only from about $8,000,000 to 
$21,000,000. 

-SR- 

Armstrong Quaker Rugs — a "visual" item — dropped magazines in 
1938, and proved it could sell colorful rugs through the spoken word. 
100% of its budget is in network radio. It increased from $91,901 
in 1941 to $429,133 in 1948. 

-SR- 



Prudential boosts 
radio $1,385,670 
over decade 



Prudential Insurance Co. — largest insurance advertiser — was a 
newcomer to radio in 1939. Today they are one of America's 100 
leading advertisers: 

48% of its advertising budget in radio in 1939 

81% of its advertising budget in radio in 1946 

$414,330 for radio in 1939 

$1,770,158 for radio in 1946 

$1,800,000 for radio in 1949 



-SR- 



Benton & Bowles 
survey charts 
media rate trend 



A study by Benton & Bowles shows what is happening to the cost of 
the gross circulation of various media; 



Changes in Media Cost 


Per M: 


1948 vs. 


1939 




Medio 


Rates 


up Circ. 


Cost 


per 


Radio Network Time 


10% 


24% 


11% 


down 


Women's Service Magazines 


21 


37 


11 


down 


General Monthlies 


16 


23 


6 


down 


Sunday Supplements 


43 


48 


4 


down 


Daily Newspapers 


37 


36 


1 


up 


Farm Publications 


20 


16 


4 


up 


Radio announcements 


37 


24 


9 


up 


General Weeklies 


83 


64 


12 


up 


News Weeklies 


138 


104 


17 


up 


Outdoor 


46 
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UNITED STATES 

In Relay Racing j^- 

WHEC 
In Rochester 



OHO rtMB 



I 




WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
Note WHEC's leadership morning, afternoon, evening: 



STATION 

F 

4.4 



Stolion 
Broodcotis 
till Suniet 
Only 





STATION 


STATION 


STATION 


STATION 


STATION 




WHEC 


B 


c 


D 


E 


MORNING 


43.0 


15.8 


10.1 


4.8 


20.2 


8:00-1 2;00 Noon 












Monday through Fri. 












AFTERNOON 


34.4 


25.6 


9.2 


14.4 


9.2 


12;00-6:00 P.M. 
Monday through Fri. 












EVENING 


37.5 


25.5 


6.7 


9.1 


1 1.8 



6:00-10:30 P.M. 

Sundoy through Sot. 



OCTOBER-NOVEMBER HOOPER, 1949 

Lofeif before doting lime. 



BUY WHERE THEY'RE LISTENING: - 




. Y. 

5,000 WATTS 



Repnsmntativms: EVERETT-McKINNEY, Inc., N»w York, Chicago, HOMER GRIFFITH CO., Los Angmlms, Son Francitco 
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ARTICLES 



1 1 •.•^ii""^ ■ Yi 



Radio breaks its silen^'^' 

This month LIGHTNING THAT TALKS males its debut throughout the country 't7 



Facts that talk 

Items culled from the volumes of research that went into production of the 
All-Radio film presentation 



l*remieres don't ctmie often 

How subscribers can arrange a successful and effective local showing 

Thcfi had to tise radio 

A carload of over-ripe peaches is a rotten liability. Here's how Me Too trans- 
formed it into an appetizing asset 



Davisoit's couldn't sell diatntntds 

When Davison's tried radio, selling diamonds was no longer a problem. Results 
came within a one-month test period. 



40 



42 



44 



Ui 



The biff tlrive 

From fourth place to frrst ... a San Francisco milk firm leads its competitors j^j 
after using radio for one year 



Radio opens doors 



Radio has made the Prudential agent a welcome visitor In the American home 



it-patfc picturt' sectiott 

Photographs of the people who produced the All-Radio film, of the sets, and 105 
of some of the actors * 



IN FUTURE ISSUES 

Radio helps "mikiII l)ii.siii(>.s.s** 

What part radio played in the Taylor-Reed Corporation's 1949 $2,000,000 

gross. The story of a "ten-year wonder" I" Cb. I •i 

After ntidnif/ht andience 

A SPONSOR analysis of the commercial possibilities of reaching the midnight- 
owl millions. Facts and figures on vast potential market t'Cb. i ft 

iKetu'ork or Spot? 

An analysis of the comparative virtues of the selling power for specific prod- ,^ 

ucts of spot and network radio /"Cb. t ft 

The waitinfi fnrnt market 

Farm income and demand for electrical appliances hit an all-time high, but 
radio is generally missing the boat 




why buy 2 or more... 

do one big job on ^^Radio Baltimore 



^ WBAL covers the rich Baltimore area, Maryland, 
and sizable chunks of Virginia, Delaware and 
Pennsylvania — an area with over 4,225,000 
people who spend more than $3,290,000,000 
annually in retail sales. 5 0,000 WottS 

Represented nationally by Edward Petry Co., Inc. NBC Affiliate 



IVBAL 




KmTV 



A jjicture from Helsinki or 
Halifax reaches KMTV within 
the hour it breaks, via Acme 
Telephoto's National and In- 
ternational system. 

ONLY TWO TELEVISION 
STATIONS IN THE UNITED 
STATES HAVE COiMPLETE 
ACME lELEPHOTO SERV- 
ICE. Therefore, the KMTV 
News is FIRST (ahead of all 
media in Omaha) . 

Make your advertising "First" 
in Omaha! Use the KMTV 
News ! 



KIllTV 

TELEVISION CENTER 

Omaha 2, Nebraska 



Represented By 
Avery Knodel, Inc. 



\ 



In 'l'\>' 



for Midv^est 
Farm CoveraS ^^^^ 

- -1—- I Market. 



\ Varm 



960 kc.-— . 



Und«r Management of 

MAY BROADCASTING CO. 

Shtnaiidpah, low6 



510 MadisatB 



THE ALL-RADIO FILM 

LIGHTNING THAT TALKS is go- 
ing to tell a story that has needed tell- 
ing for many years. It will present in 
compact fashion radio's part in mov- 
ing merchandise and thus contributing 
lo a bigger, better America. The larg- 
er the number of people that sees 
LIGHTNING THAT TALKS, the wid- 
er will he the understanding of this 
medium's force in our way of living. 
The film has been produced under di- 
rection of a corporation staffed by 
broadcasters, by men who understand 
the subject because they are part of it. 
The product of their efforts will attest 
to their devotion to the dutv of pro- 
ducing LIGHTNING THAT TALKS. I 
hope every business man in the coun- 
try will see this, and I urge broad- 
casters lo work diligently in bringing 
it to their attention. 

JlSTIX MiLLEK 

President 

XAB 



IF ashington, 



D. C. 



No day passes without iimumerable 
instances of radio's unique power to 
command attention and to stimulate 
action. Many are reported in the press, 
many remain unrepoited; but each of 
these occurrences has a lasting influ- 
ence on thGS(» who experience it. 

LIGHTNING THAT TALKS, the 
All-Radio promotion film, is especially 
significant for its maimer of demon- 
strating that the medium's power lies in 
its penetration and persuasiveness. No- 
where in the film is there a shot of a 
studio or a ml<Tophone. It is a study 
of where radio goes rather than where 
radio originates. Its method is docu- 
mentary and its mood is entertaining. 
It defines all of the major relations 
and processes by which a radio pro- 
gram is caused to scrxe the mutual in- 
terests of the listener, the advertiser, 
and the broadcaster. \ppropriately. 
and inevitably, the film draws its illus- 
Iralions from real life, introducing 
sponsor, broadcaster, sales executive, 
listener-coiisuiner, and distributor of 
the s|)onsor's ])rodiict. 

LIGHTNING THAT TALKS is a 
fihn thai says : 

" I'his is how radio helps pcoi)le, and 
this is how e\ei\bo<lv. (he listener, the 
broadcaster and the advertiser, uses 



for pro fi table 
set ting - 

INVESTIGATE 




CUiir h\ Mciotlouf/h (renerat Manoger 
ftepr cio n ted by 

""'"^ MEEKER 

ASSOCIATES 




Son F»onci»Co 



New Yorl 
Chicoqo 



STEINMAN STATIONS 
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radio to help tlienii-elves and each 
other." 

Because it does all of this, and does 
it so well, I believe this unprwrdenled 
All-Radio film can look forward lo a 
fruitful career of showing how lo make 
more effective use of that indispensa- 
ble force — radio. 

Frank Stanton 

President 

Columbia Broadcasting Sysleiii 



We are glad to learn that you are dn- 
voling an entire issue to the organized 
promotional drive for radio broadcast- 
ing as an advertising medium. 

The radio drive should prove impor- 
tant and helpful in the current need for 
increased advertising effort. 

Advertising has the major responsi- 
bility in finding the customers for 
America's vast output of goods and 
services . Business will come to .spe this 
increasingly, we think, as each inofliuni 
tells the story of advertising in its ap- 
propriate way. 

It is good that radio is now solidly 
behind such an effort. We are glad to 
know you are helping to give it vigor- 
ous promotion to put the stoiy across. 

Frederic H. Gamhi.k 

President 

AAAA 

New York Cilv 



Kadio has progressed so rapidly dur- 
ing the comparatively brief span of its 
existence that it has had no opportu- 
nity, no time to sit back and appraise 
its overall position in the (vonoinic 
scheme of things. 

The All-Radio Presentation will cor- 
rect this situation, for it portrays in 
dramatic manner how radio affects tlic 
daily lives of all the people in our 
country — how it influences their think- 
ing, and how it shapes buying habits. 

I also belie\e that a very important 
aspect of this undertaking is the fad 
that it represents a joint effort of the 
whole radio industry' — networks, not- 
work affiliates, independent stations 
and station representatives — all work- 
ing together for the good of their in- 
dustry. Those who participated for all 
these elements are lo be congratulated 
on their accomplishment. 

ABC for its part gladly underwrote 
its share of the cost and was happy lo 
contribute the services of our people 

(Please turn to page 10) 




is for teamen* » • 



Bless 'cm! They do 87% of the buying, 'tis said. 
That's where wc take our cue for morning and after- 
noon programming. High rated NBC soap operas, 
quiz, and local "personalized" programs. They love it! 




is for men • 



The breadwinners for 499,379 Mid-South families 
who stay tuned to WMC — Give 'cm their pipe and 
slippers, set the radio dial at 790 for news, NBC 
Network shows, and local sports. We keep 'cm happy! 




is for efiildren»» • 



They get up in the morning and go to bed at night 
humming your singing jingle. They help you "drive 
it home." Put it on the station the family prefers. In 
the $2,400,000,000 Memphis market, that's WMC! 



WMC 

■ 



NBC» 5000 Watts.790 



50 KW Simultaneously Duplicating AM Schedule 

First TV Station in Memphis and the Mid-South 

National Representatives • The Branhatn Company 
Owned and Operated by The Commercial Appeal 
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Behind 
ghe Camera 

Ht'H (inidus. of LHJlll- 

M\G THAT TALKS, was l.ioking 
around lo cast a pair of hands that 
would have the pndjiiness of Hen 
Franklin's. After long investipation. 
he used his own. 

One of (.radus"> hohhies is grapht)!- 
ogy. lie found it eas\ therefore to 
forge Franklin s .signature. The writing 
of the signature had to he done with 
white India ink on hlaek cardboard 
l-ut the cpiill scratched. Therefore, 
hidden inside the (piill was a |)cn point. 

In writing the film. ('.radu.s went to 
Fhiladelphia and tried to find a replica 
of Franklin's kc\ and kite. After much 
investigation in the I'ranklin institute 
and the Poor I'ichard (]luli. etc.. he 
found that '"There is no proof thai 
Heiijaiuin Franklin e\er did a light- 
ning experiment."' 

(ioing hack to the oiiginal letters of 
Franklin, he found that he had written: 
". . . an experimeiil has heen performed 
in l*hiladel|)hia wherehv . . ."" 

It would seem that there were I or S 
cronies of Franklin's who worked on 
these electrical experiments and usu- 
all\ he wrote the initials of the men 
who had done the experiments in his 
a<<-()nni> of the experimenls. It was 
impossil le to find the aclnni original 
account of the kite experiment. 

1 1 onl\ remains thai I'ranklin wrote 
to his friend, (^ollinson, in Fngland 
who was his pre»- agent so to ■-pe^ik. 



Collinson just took it for granted that 
Franklin had done the ex])eriment and 
publicized it that way. 

This made all the more interesting 
Gradus" visit to Franklin's grave where 
engraved in bronze is: "He wrested 
From the Skies the Lightning, and 
From the Tvrant. the Sceptre. ' 

Furdier investigation only showetl 
that even Carl \'an Doren. Franklin's 
hiograplier. could only at best say : 
". . . If anybody did it. it probahl) was 
Franklin. . . , ' 

And the only other man who tried 
it- a Russian — was killed by the elec- 
tric charge. 

Joe Brun. cameraman, was complete- 
ly bewildered in Columbus. Georgia. 
Though he was born and raised in 
France, he is now a citizen of the U.S. 
and speaks English well. But, in most 
cases, he needed an interpreter of the 
southern drawl. Colund)us. Ga.. is al- 
most as deep South as one can get. 
At one point, he turned towards the 
dirt^ctor and whispered into his ear: 
"There is something wrong with the 
diak)gue — it isn't good English to say : 
"Tell y ou what let's do ..." Gradus 
assured him that this was an accepted 
( ollo([uialisin. 

There was some slight trouble with 
a rf)mantic si'ene of the boy proposing 
to the girl. The scene ends in a roman- 
tic kiss and, naturally, the director was 
not satisfied with the way it was done. 
Though he weighs 200 pounds himself. 
Gradus took another look at the 6' [V 
hulk of a boy and decided that the 
directing had lo be done without the 
help of demonstration. 

Between the time that the script was 
written and the crew came down to 
shoot the (locumentarv scenes, nature 
had taken its toll: One important actor 
was spraving his throat because of a 
bronchial condition all through the 
(lav s shooting; one woman was just 
getting over a nervous breakdown and 
through the setting up of the scene in- 
dulged in a few nips of "medicint; for 
her cough.' By lh(> time the shooting 
( onunenced. she was barely able to sav 
her lines. However, (.radns used a 
glassy stare for a very sncc("ssfnl comic 
( ITect although he had to take her by 
the slioidders <piit(> oft(Mi and shake her 
violently to get her to listen lo what he 
was saying. I be\ parted good friends. 

One man who showed up for a scene 
one da\ did not show n|> for his fol- 



K)wing scene the next: liis brother-in- 
law died. The script had to be rewrit- 
ten in a hurry. 

Another man had one line to say and 
they worked on that one line from 4:00 
p.m. to 3:00 a.m. 

Another man refused to cooperate — 
even though he was a key figure in a 
particular scene. Everyone — the sta- 
tion manager, store representatives, 
etc.. ganged up on him to get him to 
help, but he still refused. Perhaps the 
personal approach would work, Gradus 
thought, and made a private appoint- 
ment with the man. It evolved that, 
when excited, the man stuttered and 
was afraid that he would do so in front 
of the camera. The script was rewrit- 
ten so that he had oid\ a few short 
sentenetis to sav. 



Wlicn the sound tra<'k came back 
from Ga., \\ alter Sachs, the production 
man on the film came running into 
(Jradus's office: "'What happened? ... 
You must have been running the re- 
corder at a slow speed. . . ." There 
had been no error. This was the re- 
cording of the department store man- 
ager who speaks in a very slow south- 
iM n drawl and has a tlcep bass voice — 
sounding as though a record is turning 
verv slowlv. 



In the sequence of "Listening Around 
the Chx-k. " the script calls for a man 
listening to a radio while relaxing in 
the park. Afraid that he could not get 
the scene in N^ew 'i'ork- where winter 
was closing in. (nadus shot this in San 
Fran<:isco's I nion S(]uare, To give the 
scene mov ement and interest, he had a 
\ear and one-half old boy wade 
through a big flock of pidgeons — sup- 
posedly to his father, (iradus used his 
own son for this scene but netxled a 
man to act as the father. As is usual, a 
crowd had gathered round to watch. 
Sccin<r one likelv man Gradus asked if 
he would play the part. The man was 
willing and the scene was successfully 
shot- -using fivt> pounds of bird seed 
to gather up the pidgeons and a 1h)X of 
chocolates to get his son to walk in the 
I orrtvt direction. When signing the 
release- -the paper which gives author- 
ity to the film maker to use his like- 
ness- -the man said: "Maybe you've 
heard of me. My name is 'Shipwreck 
Kellv.'' Kellv. once the husband of the 
socialite Brenda Frazier. was com- 
pelled to take his one dollar bill to 
make the signing legal. 

★ ★ ★ 
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• 3r^ lorgest New Englond City 




WORCESTER 

A Test Market- 
Tested and Opportune 



Worcester and Central New England offer an 

effective test market, completely covered by 
both WTAG and WTAG-FM. 



Each one influences Test Market selections! 



WTAG 



WORCESTER 

580 KC 5000 Wotts 



PAUL H. RAYMER CO. Not/ono/ Soles Representof.ves. 
Affilioted with the Worcester Telegrom - Goiette. 




• 17th ronking jndustriol oreo iif the 
notion 



• Over 100,000 different products 



• Volue of products $330,935,000 
onituoHy 



• 67th county in notion in forin 
income $19,761 ,900 



• 26th county in popuiotion in the 
notion — 552,900'' 



• 35th county in totoi income — 
E.B.I. $661,409,000* 



• Averoge industrioi woge (1st 11 
months 1948) Worcester $57.10 
(nation $52.83) 



• Average food sales per Worcester 
fomily onnuolly — $1,220 
( 52.2 % above notion ) * 



82 new industries ifi Worcester 
since V-J Dpy 



Construction octivity 1948 (10 
months) 41% over 1947 



• Bonk debits 1948 (9 months) 
12.7% over '47 (N.E. 7.9%) 



• 147,800 fomilies in o compoct 
troding areg with 54 cities ond 
towns 



• Served by three mojor roilroods 
ond over 50 mojor trucking 
componies 



• 1500 retoil grocery ojutlets 



« 205 retoil drug outlets 



• Not dominoted by choin store! 



\ *Copr. 1948, Sales Management Sur- 
^ vey of Buying Power; further repro- 
duction not licensed. 
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rd annual awards 

For CKMtA!^ A»J»f r f °; 




th annual awards 

Fof Ouoondir* Ai>d«i« PrwncKDn on 
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th annual awards 




th annual awards 

Kur ()ui>iJndmu AudrmT Pr<i<n««in .,n 
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WCAE 



Again and again, for the fourth consecutive 
time . . . every year since joining the ABC 
network . . . WCAE has been selected by ad- 
vertising directors and account executives as 
one of three ABC stations in cities of over 
half a million population for outstanding 
audience promotion. This promotion and 
WCAE's merchandising services will help 
sell your products ot services. For details, 
consult the Katz Agency . . . then you'll agree 
that 

/N P/TTSBURGH 




NATIONAL REPRESENTATIVES— THE KATZ AGENCY 



who worked on various coiiiinittees. 
Robert E. Klntner 
President 

American Broadcasting Company 



Becjiuse I assisted in the pre|)aration 
and presentation of the Retail Promo- 
tion Plan, AIR FORCE AND THE RE- 
TAILER, I feel that I can comment 
somewhat objectively on the All-Radio 
Presentation, LIGHTiNING THAT 
TALKS. In my humble estimation, the 
All-Radio F'resentation is the most 
complete and convincing sales story of 
broadcasting and broadcast advertising 
that has ever been compiled and re- 
leased . 

Perhaps this would he a good place 
to include a word of warning. LIGHT- 
NING THAT TALKS is entertaining, 
but the entertainment is purely inciden- 
tal to the hard-hitting and straight-for- 
ward sales story this 45-minute talk- 
ing motion picture tells. Don't go to 
your showing expecting to be enter- 
tained by the great names of network 
and the popular personalities of local 
radio. They are there, of course, in 
souml only, but the sales story of ra- 
dio is there in sight and sound. 

As Chairman of the Committee on 
distribution, I want to voice special 
thanks to C. E. Arney Jr., NAB Secre- 
tary-Treasurer, who largely planned 
the distribution of the Retail Promo- 
tion plan and whose notes and files 
were made completely available to me 
in planning the distribution of the All- 
Radio Presentation. Special thanks 
are also due Gordon Gray of WIP, the 
patient and painstaking Chairman, and 
Victor Ratner of Macy's (then of 
CBS) a brilliant and inexhaustible cre- 
ator of LIGHTNING THAT TALKS 
for their comments, criticisms and sug- 
gestions in connection with the distri- 
bution |)hin. 

Actually. I feel very privileged to 
serve as a member on the All-Radio 
Presentation Conmiittee Inc. The in- 
dividual members, with the exception 
of the author, represented every phase 
of broadcasting. They represented in- 
dividual attainments that were prob- 
ably unmatched in any other industry- 
wide committee. The give and take of 
their discussions and their quick un- 
derstanding of others' points of view 

{Please turn to page 28) 
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SPONSOR 



Kansas City's ONE and ONLY 

50,000 

watt station 

810kc 

Programmed for Mid -America Audiences 

National Represenfafive — John E. Pearson Co. 





5 



Radio's Most 

Entertaining 

Quarter-Hour 

Show ^ f . AT A 
SURPRISINGLY 

LOW PRICE! 




He: 



jlii 
ihe 

15S 

flur 
■ iir 




DRUG "'<AINS 
GROCER < CHAINS 
STATIONS 

[for porlicipolion i(, .tars) 
AND MANY MORE! 



7^ 



IRST TO GET THE STORY OF 
f, SMASH-HIT, i^-HOUR SHOW!* 



IT'S THE SENSATIONALLY SUCCESS- 
FUL ANSWER TO YOUR DEMAND 
FOR A HARDER-SELLING PROGRAM! 

'^ere's today's most refreshing, most informal, 
post informative show! Here's today s new 
istening habit — "Meet The Menjous." It's 
•aying off for sponsors with bigger audiences, 
aster sales, greater profits —at lower cost! That 
he public prefers the new and exciting "Meet 
The Menjous" technique is evidenced by the 
nscant and sensational success of this power- 
iacked program wherever it is running! 

riiere's magic in the MENJOU name — sales 
nagic that enables your sponsors to capitalize 
m their fame. The readily-recognized Menjoii 
aces — publicized by powerful promotion on 
lundreds of great Hollywood movies — lend 
hemselves perfectly to hard-selling, localized 
ampaigns that are hitting the jackpot for 
esult-minded sponsors! 



"MENJOU" NAME IS OPEN SESAME TO 
BIGGER AUDIENCES AT LOWER COST! 

The combination of the increasingly popular 
"Meet The Menjous" programming technique, 
plus the terrific nation-wide acceptance for the 
big, box-ollice "Menjou" name accounts for 
the instant success of this sensational program! 
Listeners are impressed with the glamour and 
magic of Adolphe Menjou and Vcrrce Teasdalc 
Menjou — regard them as America's most 
happily married Hollywood couple — ^con- 
sistently tune in ro them because they repre- 
sent toda)'s most vital and charming sounding 
board of American Iblk, fact, and fancy. 



Adotphe Men|Ou ond ferree 
Teosdale hove terrific and cOn~ 
tinuing appeal for housewivei. 



; i } 



ii i i {in 



Thex talk oboul movie greoli 
ond music — fashions ond food 
— leen ogers ond travel — prob- 
lem parents and pels — a hosi 
o:f heodlinc topics! 




^ 



Peter t 6iir li feoi old son, 
comp «5tiei>i fkie Jfomily group 
Their efeorira ond personolity, 
(tieir kieen ond humorous dfj- 
ciiisions, keep oudiencf int^reit 
al a boiling point. 



THE FIRST 3 MINUTES 




Isn't that the real proof? 



If you could +alk to all the housewives in 
San Antonio, they'd tell you an amazing story 
about KITE, the big 1000 watt independent 
that's built an enthusiasm among the local 
ladies that rivals the spirit of the Alamo 
defenders. 

It's a story that began two years ago, a 
story that has made Hooper wonder "how 
come", a story built on strict block-program- 
ming, careful attention to copy, and a down- 
to-earth human touch: no blood, no thunder, 
no screams, no moans. '^^^ 

It's a story of a radio-man's radio station, 
for there are more than 50 years of Texas radio 
experience among the key personnel who own 
and operate KITE without network options or 
outside stockholders. 



Represented by 

INDEPENDENT 
METROPOLITAN 
SALES 

New York • Chicago 



It's a story of strong listener loyalty that 
pays off at the cash register for KITE adver- 
tisers. 

It's a story that often offers you Hooperat- 
Ings as good or better than the chained 
stations, and always offers you more listeners 
per dollar. 

It's a story you can get first-hand, right 
now — and for free — by picking up your tele- 
phone. 




1000 WATTS 



930 on m dial - SAN ANTONIO 

SPONSOR 



.70 January litSO 



These reports appear in diterndte issues 



New National Spot Business 



SPONSOR 

Bell & Co. 

Carters Prodncti lac 

Chrjriler Corp 

Colgate-Palinolivr-Pcrt 

Emrrson Drug Co 
FItrh Co 

CrLffin Mfs. Co 

Kopport Co 
Lehon Co 

Plllsbury MlIU 

R. J. Reynolds 

Ryan Candy Co 

Woston UUriiit Co 
Willys Overland 
William Wri^tley Co 



PRODUCT 
Itrl-Ant 

\Arrr plIU 

Hod fie 

I.nstrr-Cmn* 

Rroitio -Seltzer 
Fitch shatnpo* 

All white thoe polish 

Fenro poiti 
Roofing 

Globe Millt diT 
Tobarco 

Ilopalong candy har 

Baked goodt 
Willys 

Chewing gum 



AGENCY 

Rrdfielil. Johns! one 

(N. Y.) 

Trd Batrs & Co 
(N. Y.) 

Ruthrauir & Rjran 

(N. V.) 
Lrnnrn & Mltchrll 

(N. Y.) 
BBD&O (N. Y.) 
Harrj B. Cohrn 

(N. Y.) 
Berniingham, Castlemaa 

& Pierre (N. Y.) 
BUn^O (N. Y.) 
Srhwimmer & Srott 

(Chirago) 
Loo Burnett Co 

(L. A.) 
Villlam Esiy (iN. Y.) 



Blakr 



(.V. Y.) 



Harrington, Whitnrj A 

Hurst (L. A.) 
Ewrll & Thurbrr 

(Tolrdo, Ohio) 
Arthur Meyrrboff 

(Chi.) 



STATIONS-MARKETS 

9 stni; 9 cititvs; Ml<lwc!>t, 
Kalto., I'hila., Sch«n«r- 
tady, N.Y.C. 

7 stns* ; Alaska Broadcast- 
ing System 

SOO rities 

Renewals; .N. V. & Chi. 

25 rItieS 
'10 mkts 

12 sins'! Horida 

Ark., Miss., Ala., S. C. 
12 midwest markets 

12 stns; CBS; Pac net 

4 stns* ; Alaska 

New England, N. Y., Pitt-=h., 
9'ashiiigton, I). C. 

9 stns; L. A., S. F., San 

Hiego 
30 mkts 

WNAC, Boston 



CAMPAIGN, sfart, duration 

Spots; January; 26 wks for stua 
starting In January 

Spots for I9.i0 



Spots 

Spots; 5 top mkts for 52 wks; S4 

new mkts in March; 26 wks 

.Spots; January 1; 52 wks 

Spots; mid-January 

Spots; Dec 18; 15 wks 

One-min partir on farm programs 
15-mln shows; February; 26 wks 

"It's Fuu To Be Young"; jan. 7; 

^2 wks 
Spots for 1950 

Spots; sometime in February 



Spots; Jan 16; 2 wks 
Spots; January 

Spots and program campaign; Jan ( 
13 wks 



Station Representation Changes 



STATION 

CKOK, Pentictoo, B.C. 
KFDA, Amarillo, Texas 
WAIR, Winston Salom, N. C, 
WDUK, Durham, N. C, 
WNAO, Raleigh, N. C. 
WNF_\, Maeon, Coorgia 
WPTR, Albauy, N. Y. 
WRFD, Worthlngton, Ohio 
WEOL, KnoxTille, Tennessee 
WSAT, Salisbury, N. C, 



AFFILIATION 

Independent 

ABC 

ABC 

ABC 

ABC 

^IBS 

Independent 
Independent 
NBC 

f ndepeudent 



NEW NATIONAL REPRESENTATIVE 

Radio RepreseatatlTei Ltd 
Branham Co, N. Y., 
Walker Co, N. Y. 
Weed & Co. N. Y. 
Weed & Co, N. Y. 
Branham Co, N. Y. 

Ra-Tel Representativei Inr., N. Y. 
Taylor-Borroff & Co, N. Y. 
ATery-Knodel Ine, N. Y. 
Piedmont, Salishnry, N. C. 



Advertising Agency Personnel Changes 



NAME 

Edward C. Ball 
lohn II. Baxter 
William E. Berkcr 
Robert Blark 
Joseph L. Boland Jr 
Robert K, Bouiqaet 
Benjamin C. Bowker 
J. W. Bradfute 
Ernie Byf^eld Jr 
Frank H. Cankar 
Rirhard M. Clement 
Lawrence I)*Aloiie 
Dorothv Dar 
H. Kendig Eaton 
Ceorgo R. Eckels 
Fred P. Fielding 
Catherine FInorty 



FORMER AFFILIATION 

>latblsson & Assoeiates, .Milwaukee, arrt rxec 

Robert W, Orr, N. Y., vp 

Chris Lykkes & Assoe, S.F., acrt exee 

Weinberg, L.A., pub rrl dir 

Briggs & Varley Inr, N.Y., aert exee 

Lever Bros., N. Y., asst adv mgr in rharge of l.ux 

Wiliys-Overland Motors, Toledo, dir pub rel 

W. Earl Botbwell Inr, I'ittsb. 

NBC-TV, N. Y., dir of sustaining shows 

International Rigester Co, Chi., prod-sls-adr mgr 

Veterans Administration, I'hila., chief of pub rel 

J. Walter ThompBou Co, N« Y. 

>IcCann>Erickson 



Head of hU own Dallas agenry 



Andorson, Davis & Piatte Ine, N.Y., aopy and 
merrbandising 



NEW AFFILIATION 

Same, associate 

Same, dir aad exec Tp 

^'illiam E. Gnyman & Assoc., S.F., arct exec 
Dan il. Miner, L.A., ahhX radio and tv diir 
Sanie, dir, vp and gen mgr 
Chaiiiliers & Wi<4well lnr« Boston, exrc Tp 

Bowker & Co, Toledo, pres of new adv and publ rol a«enry 
^ame, rS'.Ys, dir rrsearrb and marketing 
Weiss & Geller Inc, iV.Y., dir of tv 
Fletcher D. Itirhards Inc, N.Y., acct exer 
John LaCerda, Phila. 

Doherty, ClifTord & Sheafield Inc, N.Y*, copy supervisor 
Schoenfeld, lluher & Green, Chi., ropy chief 
.'^lathlsson & As»oriateii, MilwauK.ee, pub rel dir 
.McLain-Dorville Ine, Phila., sect exee 
McLain-Dorvillo lar, N.Y., rp 
Same, vp and member of plans board 



• Iti next issue: !VcuJ and RenetceA on Networks, Sponsor Personnel Changes, 

JVational Broadcast Sales Executive Changes, i%'ew Agency Appointments 



IS'ew and llenewed, liO January i!)50 



Advertising Agency Personnel Changes (Continued) 



NAME 

Mrs. Nuriiu* iVmnaii 
\X illiiiiM J. Trosi 
* '.eoTK*' I I» Mill. -IS C-lurk I'rT 
^ . Ri( hard (;urrh<*y 

J I* ru lilt* It. 11 iirr I Situ 
UiII;ir(l lliA:K<n 
llrirn Ilif^htitHiT 
Aiipiist iti<* II iUim 
John II , Jniiii^son 
I.ei* JaspiT 
Sle\ »• J(i<-epli< 
Ki>I» K irvclihuuni 
Ktrliy Katz 
Lr'itiT KTM^-tiiaii 
J tilev I , ii IiiT I 
iifor'^f it. LatiitMil 
\ nn S. l,in(lvl»*y Jr 
Dick I.itiif^ 

F.dHard it. McNiillv 
Myr.m A. Maliirr 
>l tiiiri>«* MciKlelsohn 
A. Mnitre 
ltiii«i ('.. Nrcri 

Alfri'd it. I'astrl 
l»r. riiiliji Itoirh^Tl 

RolMTt M. Itru^fhle 
Richard K, It Irhiitan 
John I*. Holirs 
Arthur J^rhv* arli 
U'iKlatu It. ^<th 
I'hutnns SlattT 

Hrycr .S(»riiill 
llal A. Stilihiiis 
Waller N. Stttck»tlaf:er 
Kldiin .Stilltviin 
Scth 1». Tcihia^ 
^K*il!i.ini Vl'illiur 
Lav* rrnri* Wi«t<'r 
Ruhrrt J. >^'ollerin{; 
Francis J. ^\*<l<Mls 
K. Ilowaril York 3rd 



FORMER AFFILIATION 

\\ . It. I>»iii-r lie- 4'.u.. Chi., railio ilir 

Krn> iMi and Kckhardt Lt d, 'I'wrunto, o M'u'e It cad 

Alt(^, N.^ ,, nati dir of m l r.idin s]fi 

Itordoii (\t, \.^., asst ad\ tii^r iif <>(>e<*jal t>rud» 

C. I). Itrnrli <:o, N.V., m' 
Coiiipldii. \ .. arct exec 
dituplM'll-Sanf urd, Ii i. 

I'll-Kninii'tt. N.^ . 
MrC.aiiii-Fricksoii Ine, ('hi.. \(» mi cliar|i;«* of copy 
\^ l i^s X (iriler, >.V. 

J. alliT 'riiMtiipsnii Co. N.^ acci exec 



lliitcliins, Phila., rxi'C 

l>ccca lti'c«ir«ls, .N.\., <lir of 3*1% 



ai'ct I'xce 
assts ail\ 



aii<l copy 



N.V„ dir 



\I Paul Leflon Co, N.V.. 
J L. Hinlson C«», ., 
• htef 

KKIt<», Itaktrsndd, Calif., copy «hiff 
F.iiiil Mogul C<i, N. \.y <Mipy «lir 
Kaiifittno «S Associates, Chi., arrt ever 
\(;ciiry Ass<iciale.s, L,A., ac**l exec 

Finil M Of: II I ("o, N.V., in eharfj*" of f ortMpn 1 ali- 
gn iifio a«|\ erti^in*: 

K>«iuir4> ine, Chi., \p an«l a«lv «lir 

1 )>>hert y, C?l tfTord & Slion ftel il I nr, 
prof es«iional div 

llradley-Herd Co, N,Y. 

(*o 111 111 Ilia Pict iiri's 

Itelknap & Thompson liic, (^h i., proni <lir 
Catipcr Piiiski*r Inc, \.Y., copy chief 
Miizak Corp, .N.^ adv and prom dir 
ItiithranfT X Ryan, N.^., charge of ni'twork rela- 
tions, program and t alent d«*velo[nnent 
Hurl 4111 KrOH iic, Chi. 
Ilonig-Ciioper ('o, I„A., exec \p 
Fsijuir** Inc, Chi. western adv nigr 
HoImti Orr, \p 

Fmil Mogul C*i. N.V., asst to pres 
^X'illinr-.Slicffield, ex« c memlier 

Keaeral, N.^ . 

X'oli llirfTiiian Press, bt. L., copy Hrit<>r 
ItiiriH't-Kuhii, Chi., exec \p 

l>4ir«*iiiii<t X Co, Pliila., ill charge of oHice 



NEW AFFILIATION 

Sanii*. «ltr of radio and tv planning 
Sanii*. \p 

Keny »>n \ Kckhardt, N,^ ., exec 
MacManiis, John & Adams inc, Itaitu 



adN <itafT 



Vt*ar«l Vtheelock <*ii, V., exee 

Same, vp 

nemuiiii iK' .McCruiness inc, Chi., acrl exec 

Lynn Itaki r I nc, N ,\ ., media dir 

Tat ham-Laird, t*hi., ci>py chief 

II ulier lloge (IC Sons, > acet exec 

M oderii Mrreliaii dtsiiig Itiireaii, > .Y., aect exec 

('asp«'r Piiisl'-er, N.^., radio ilir 

W ard \\ heeliick ('o, Phila., copy exec 

(»rcy, N.Y., acct exec 

C.asptT Piiiskcr, \.V., radio dir 

^ oung & Itubicam Ltd, Toronto, supers isiir tif media 
K trelier, Helton & Collet t, Dayton, asjst to pres 
Zininier-K rller inc, Det roit. asst aeet exec 

Ruck rtt-Laurttzen, L.A., tv and radin dir 
Same, vp of creative depis 
Same, radio and tv «lir 

l>ozii-r-(>rahani-Fastman, L.A., acel exec 

Sam I', vp ami head of the foreign language divisitm 

.\Ifre*l J. Silherstein-ltert Gol*lsniith Inc, N.Y,, \p 
Same, vp in eharge of meilieal advertising 

\f cCann-Frickson Inc, N.Y., nigr radin, tv time buying 
Lew Kasliuk & Son, N.Y'., acct exce 
John K. Pear-ion Co, Chi., acct exec 
d'tsehal Iticliard Ine. N.I., copy dir 
tt'ltrien Dorrance Inc, .N.Y.. radio an<l tv dir 
Same, \p 

Itotsford, (*onst ant ine & Gar«lner, Portlainl, On*., aect exec 

Set up new agency, llal Steldiins Inc, L.A. 

Henri, Hurst X .McDonald, Chi., exec 

Same, dir an<l asst to pres 

Same, ^p and chairman of plans hoard 

Fdwtn Parkin, N.^'.. exee vp 

Storm X Kl<*in, ., exec 

Krupiiii'k X As>ociates, St. L., avct h\c »L*pt 
Same, pres 
Same, N.Y., \ p 



New and Renewed Television (Network and Spot) 



SPONSOR 


AGENCY 


NET OR STATIONS 


PROGRAM, time, start, duration 






American Clilekle Cu 


Itailger, ItroMnIng A 
1 lersey 


w Mtr, N. V. 


Kllni cpiit-: Jan. :l ; 1.1 wks |r) 






Atiierican I'tdiacco i'n 


\, Ayrr 


WMtr, N. Y. 
W l«;i<, Schi n. 
W N !<(.», Clii. 
KM<II, llciUvHixid 
W l' l Z, Phil a. 


Kiliii fipfit^; \ariini>> startliip tlatr<^ from 
l.t »k» (r> 




1.1.2Q; 


\iilienser-ltnseh Cti 


DArey 


W C li.S, >'. V. 


KiMi Murray Show; Sa H-'* fmi ; Jan 7; 1.1 


w kf> 


(n) 


i Iteer) 








Itordeii C'(i 


idling ^ Ituliicani 


KM<K, llollyHoncI 


l-'ilni ^pot•i; Jan 10; 2.*^ wks (n) 






(CnfTee) 








ltiilo\a Vl'atcli t'.u 


It low 


KMIK, Hollywood 


I'ilni r.|>ots; Jan 1 ; 52 w ks (r) 






ClM*\rolit Dealers 


4!nniplM*l l-Fwal«l 


WMM , N. . 


I'llni anncnits; Jaii 17; 1 .*t wk^ (r) 






Di<-lnpli«>iie C.o 


^ oiinu Itulilcnm 


WAI<t», N. Y. 


Manhattnii .^potlilr; Mon 7:.10-7i4.'» pni ; 
H kn ( n ) 


Jan 


23; 52 


Fiiiersoii 1 >rtig ('it 


ItltD&O 


W ItCn, Srhen. 


Filtti spots; Jan 7; ^2 wks ( ii ) 






V i>rstiH*r Chain Corp 


A. \S . Lenin 


W N KT, > . ^ ^ 


l'*iliii spots; starting; <latr<t Jan 14, 2H ; 2(i 


wks 


(r) 






VlMtW. Wa.h, 






Geti r immI s C or p 


^ iiiing «!C Ituhlcani 


W M<\\ , W nsh. 


l'*ilni spfits; Jan .'t ; l.'t wkn (r) 






< It iriNcy <» r'rn*it<'d I" tMnls ) 




Vi ITZ, Pliil.i. 








Goiidy eiir l ire ^ It ti Idier 
Cii 

Crolier Sorh'ty 


CliTllptllll 


W Al<l», >■, . 


Film spots; r'l-h 7; .12 wks (n) 






\h iniMi 


W Altl», N. ^ . 


r'ilni stHits; Jnii ft; -1 wks (n) 






Harriet lliitihiird A y er 


1 eilrrni 


WCIt.S. .\. Y, 


Ilka Chnsr .Show ; Tllur V .-.-(O.') ; 1.% poi; 
w ks ( o ) 


F.I) 


1(1 ; .->2 


Henrv llelile Co 


ki.||y.N«so„ 


W MM", N. Y 


I'ilni spotw; Jnti 1; 2}t wks (r) 






IlilU ItroH <:o 


1 1 i o w 


WMtO, CA,I. 


I'iltii spots; Juii t(>; t 't wks (r) 






tliirii A tliirthirl 


4 lemeiilH 


\\M<I, 


riiilflr<-iis llonr; Sii 1 O : .'ID. 1 I : .'ID uio ; 
wk^ (r> 


J ;iii 


2>»; 52 


Moeller Mfu Co 


( r» iiM' r • K riis*.c 1 1 


W Al<l», N. ^ 


l''il»ii .spots; l''i'h 1; ft wks < ti ) 






t'i'iri ^X iiie*t 


^ oiiim X lt*il»triiiii 


W \lil», N. 


I'lliii spot-*; J nil 17; 1 't wks ( ii ) 






«-r li«inse ( ftiif|\ 


ttrni k 


WAItlt. N. Y. 


Ciiptaiii Yiili-ii; Mon 7-7;.*t<> pin; Jaii 23; 


1.1 w 


k- (n) 


I'r«M'ter X Gainhle 


1 ^iiii4-4-r, 1 il/t;<-rtil<l <\ 


\\Altl>, ,N. 


tiliii spots; J 11 II 17; 52 wks 111) 






(Oxyihd) 


Sii ill pl<' 










ttoiistiM \rt Metal ork- 


i.rey 


W M< r, N. Y . 


I'illli spots; Jnii I; 2(i wks (rl 






^iii'.ito^;i \ ii'hy Sprilrg (.o 


Itii r|oH 


\\ IICII, Schi-n. 


t'il 111 spots; Jiiii ; .52 wks ( o > 






^ im Mill ii<i ( .11 


^ oMMir iV Itiililciini 


W M<(.», Clii. 


r'tliii spots; Jnn 1 ; I J wks (r) 






s * .1 


M r( . ini ii-F.rd'k i-i^ii 


WCltS, N, 


llotiii*iiiiiki-rs Kxf'liaii^i* ; *l linr l-l;U(> ptii ; 
wks (ill 


Jan 


12; 2(1 


I ^(-11% ehipe Co 


1 «'OII 


W M« l , N. . 
\\M<(.», (hi 
KMIII, lloll>~o.iil 


l''tllll spots; various stiirliti^ (l.iti*s from 
wks ( II ) 


Jan 


:<-2 1 ; H 



Spot Radio Does 
Cost Less Today- 

Startling Comparisons Prove That 
WHO Costs 52% Less Than In 1944! 



By every standard that means anything 
whatsoever to forward-looking advertisers, 
advertising on WHO costs less today than 
in 1944. 

Comparing figures from the 1944 and the 
1949 Editions of the Iowa Radio Audience 
Survey,* you find that in 1949 Iowa 
radio homes had increased to the point 
where WHO cost 10.6% less per thousand 
radio HOMES than in 1944! 

Even more startling, yon find that in 
1949, multiple-set homes had increased 
to the point where WHO cost 52% less 
per thousand radio liome SETS than in 
1944 — and modern research has proved 
that the increased number of home sets 
is even more important than tlie increase 
in radio homes. (Junior listens to his 
favorite serial program while Dad hears 
the evening news — Mother listens to a 
dramatic program while Sister is tuned 
to popular music — or the whole family 
listens to the same program, but in dif- 
ferent parts of the house. Thus it is no 
longer correct to speak of "radio homes" 
— SETS make today's audiences!) 

By applying the Iowa Surveys' percent- 
ages of one-set radio families and 
multiple-eet radio families, against popu- 
lation estimates,** you find that Iowa 
had 769,200 radio homes in 1949, against 



•The 1949 Iowa Radio Audience Survey i» the 
twelfth annual Muily of radio listening habits in 
Iowa. It was made by Dr. F. L. Whan of Wichita 
University — is based on personal interviews with 
over 9,000 Iowa families, scientifically selected 
from cities, IOWD&, villages and farms all over 
the State. 

As a service to the ealce, advertising, marketing 
and research professions, WHO will gladly send 
a copy of the 1949 Survey to anyone interested in 
the subjects covered. 

"Sales Management's Surveys of Buying Power. 



only .S96,000 in 1944. Whereas there were 
only 904,000 sets in Iowa homes five years 
ago, this nnmbcr had sky-rocketed to 
2,140,000 in 1949! Yet this 136% increase 
in radio sets is for homes alone; it omits 
the hundreds of thonsunds of sets in 

WHO — CLASS C— 1/4-HOUR MAXIMUM DISCOUNTt 



Iowa oars, offices, l)arns, stores, truck'*, 
restaurants, etc. 

The phenomenal increase in the nnmbcr 
of Jowa's radio homes and radio sets — 
and the decrease in costs — boils down 
to this: 





Number of Iowa 
Radio ffomtn 


Cast 


9 

Percent DefreOi*; In 
Cost. Per Thoueiuiid Cost Per ThouiancE 
Hadio Homes Ti^dio- Homes . 

Ill 1949 


1944 


596,000 
769,200 


107.50 
77.00 


tOJQl ^^^^ 




NumbeJ- of Iowa 
Radio Sets (In Homes) 


Cost 


n^- ^ Cort Per Thov.«jnl 
Radio Sc» I^^ji^ 5^,, 

(In Homes) ^j,, Homes ) in 1949 


1944 


904J0OO 
2,140,000 


t67.S0 
77,00 


10.075 ' ^ 



fThe •4 hour rate is indicative of all other tiinr segments since W IIO's cost is 
figured on a ratio basis. Class C time is shown because it changed very little 
during the last five years — that is. Class C has remained primarily Daytime . . . 
from 8 to 12 mornings and from 1 to 6 afternoons. 



Note that all these figures arc based only 
on extra sets in Iowa homes. The figures 
do not inclndc hundreds of thousands of 
"non-bonu'" Iowa sets, plus millions of 



sets in WHOV BMB eecotidary night-time ] F'ree & Peters. 



counties — these arc the reasons why 
WHO is today a "better buy" than ever. 
For additional facts about WIlO's grral 
audicnce-potcutial, write to WHO or ask 



+/or Iowa PLUS + 

Des Moines . . . 50,000 WaHs 

Col. B. J. Palmer, President 
P. A. Loyel, Resident Manager 




FREE & PETEltS. INC., 
National Representatives 



30 JANUARY 1950 



17 






the difference is MUTIUL! 





If you think ijour business is different, 
consider ours for a moment. . .and 
discover perhaps how our difference 
can help you with yours. 
You sec, we have devoted nearly 
15 years to the business of being a 
different kind of network. 
This gives us quite an edge, in these times 
when extra-cflicicnt, better-than-average 
marketing techniques are required. 
And it gives yox several new 
ways — all of them well tested — 
to make your dollars do double duty. 



For instance... 

On no other network can you raise your sales 
voice in 500 transmitter-markets— 300 of them 
being the only network voice in town. On Mutual 
you can . . .The Difference Is MUTUAL! 

On no other network can you enjoy maximum 
flexibility in selecting your station hook-up... 
routing your program as you route your salesmen. 
On Mutual you can . . .The Difference Is MUTUAL! 

On no other network can you locally— at no 
extra cost— tell your customers where to buy what 
you are selling, as well as why. On Mutual 
you can . . .The Difference Is MUTUAL! 

On no other network can you buy the proven 
benefits of coast-to-coast radio— and save enough 
to explore the high promise of television too. On 
Mutual you can... The Difference Is MUTUAL! 

On no other network can you s-t-r-e-t-c-h your 
hardworking dollars to the point where you get 
six listener families for the price of five. On 
Mutual you can. ..The Difference Is MUTUAL! 












These are five of the points which add up 
to a big plus for the Mutual advertiser. 
Interested in the proof of any or all of 
them ? Let's sit down together and 
discuss our differences. 



th. 



mutual 



broadcasting 
system 



A DECADE IN RADIO IS 
EQUAL TO A CENTURY 
OF PROGRESS IN SOME 
MAJOR INDUSTRIES 




DOMINATING MARYLAND'S 
SECOND MARKET 

( Eastern Shore counties — plus Southern 
Delaware) 



UJBOC 

AM - - FM 

RADIO PARK, SALISBURY, MD. 

President Manager 

John W. Downing Charles J. Truitt 

NATIONAL REPRESENTATIVES 

BURN-SMITH CO. 

MUTUAL NETWORK 





3/r. Sponsor 



Victor M, Ratiier 

vice-president in charge of advertising 
R. H. Macy & Co., New York 



(Because of N'ielor Ratiier's part in production of LIGHTNING 
1 HAT TALKS, sponsor breaks a preeedent; never before has any 
one been profiled Iwiee. This is Ralner's se<<)nd appearance in this 
space u ilbin a period of three months. I 

In the early summer of 1947, the networks were searching for a 
trigger-minded, radiowise promotion man to produce a special pres- 
entation for the industry. By sunnner's end s(|uare-shouldered, he- 
spectacled Victor iSL Ratn(>r was \\()rking on the assignment. Ihen a 
free lance consultant, he decided to use a motion picture as the 
vehicle for the presentation. 

When Ratner returned to the Columbia Broadcasting System, as 
vice-president in charge of promotion, be continued to guide the 
project. By this time the entire operation had been expanded. The 
National Association of Broadcasters, \\hicb \vas considering similar 
plans, joined forces w ith the networks for one huge promotion. While 
working on LIGHTNING THAT TALKS. Katner constantly demon- 
strated his ahiliti<'s as a top-flight presentation man. To help sell the 
All-Radio presentation idea to [)ot(Mitial subscribers, he recorded a 
"radio program" as a sales ])it(>li. 

W) ])ro\ idc a basis for the movie. Ratucr wrote a jirolific. three- 
volume report on ladio called " The Sound of America." The report 
was hcavil) documented with facts and figures. Although it was not 
possible to use all of \\\o rc])ort material in the fdm, none of its 
high points ucrc left out. 

The ihcmc h)r the fdm occurred to Katn(>r in an interesting way. 
It hap|>cncd ^\•hilc he ^vas \vat('hing a iuo\'ic in which the characters 
ascend a ."-stairway to heaven. He realized that radio is the only 
medium which gets into h<'a\ cn ( broa<lca>t wa\ <>s arc dispersed up- 



is gav<" him (he i(l<\'i of using Benjamin Franklin (who 

tin* nnofricial narrator 
i(> fdm several times and 



wards | . 

is known as a pioneer slnd<>nt of lightning) as tin* nnofricial narrator 
for the film. Lranklin's bands app<"nr in 
on si'<)NS(>u"s c(acr as \vcll. 

Undoubtedly Balner will take the nuissagc of LIGHTNING THAT 
PALKS to heart and do something aboni it. I Itj's in a jjosition to 
do so as 1{. II. AL'ic\ \ icc-()resid(>ni in charg(> of ad\ ertising. 
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KLZ 

is kit6t in Denver! 



Now ... the No. 1 Hooper Station 



•0 



KLZ's Audience Increase 

(from C. E. Hooper "Share of Audience" Index) 
(Nov. -Dec.) 



Morning 44.7 Increase 

Afternoon 21.3 Increase 

Night 41.9 Increase 

all this in one year's time! 

YOUR BEST BUY IN DENVER ... KLZ! 

5,000 Watts — CBS — 560 kc. 

Represented nationally by 
THE KATZ AGENCY 
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^M^DO Y e^i^teads congratulations 1 




ROOSTEK HOUR 




. . . a "nOOSTEII" thai In puM-prfui pnuufjh lu bp h<^ard every moraiat! frum Monday 
thruufjb Saturday un \%'D<>V throufihwut the nurthweNt empire. 
"TUK IIEI> IIOO.STEIt" In vrou-ing about Minnin»! the Xationai lletaii Dry Goodw ANHoelation's 
retail radio program GltA\D AWAHD for Schuneman'H Department Store in St. Paul. 
WDC»Y iM proud to be aHNO<*iated with Much a popular 

and MaleM-effective pro|<ram an "THE IIED IIOOSTEII llWl'It." 



>linnoa|)4»li.s • Si. I'aiil 
.m.OOO WATTS 

ll(^prei<(^ntO(l ]\ati4»nally hy Avory-KiKidcli, Inc. 
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i\t*ic ilvvc'lttpmetits «ii SPO\SOIl stovies 



SqQ'. "Commercials with a plus" 
Issue: 31 January 1949, p. 28 
SubjeCti Frequency and impact 



The folloHinp: excerpt from the research that nenl into 
LIGHT My C THAT TALKS a,l,h to a topic sponsor 
covered a year ago. 

Radio's scliedules — which make adveiti^eis ueekly ad- 
vertisers (and daily atlvertisers in the (kiytime. with pro- 
grams and announcements) — achieved soniethiui! \\hi<'h 
advertising itself had asked for ever since modern adver- 
tising began: repetition, repetition, repetition. consisten< \, 
consistency, consistencv . 

And where magazines and newspapers (because of their 
expense i failed to push ad\ ertisers into more "'froquencv 
of insertion" than once a month, radio came along and 
turned adveitisers into good advertisers hy creating a 
iveelily cycle of insertion within what eould be considered 
practical advertising budgets. 

But the weekly cycle of insertions has more meaning 
than one simply of frequency. It gears into the basic 
buying cycle of the American family, which is also on a 
weekly basis. A majority of families spend 15' i or more 
of their j>ay-checks within 24 hours after being paid! 
Most pay-checks are weekly family events. 

Markets exist in time as well as in space. VLvery sale 
has a date as well as a postmark. Radio makes it possi- 
ble to support that market -that w eek s sales w ith ad- 



\ertising. Kiacb week '^ market can he piotecleil a^ well as 
each town's market. 

Daytime radio brings the advertising message not onl\' 
to the ])lace of u.-e of the produi t, but can also bring it 
at the precise lime of Use of the product. 



See: Editorial 

Issue : 16 January 1950 

Subject: lightning that talks 



When SPOxNSOK first announced that it would devote its 
entire issue of 30 January to radio's all-industry film 
presentation, LIGHTMXG THAT TALKS, the committee 
in charge had tentatively planned to hold the film's New 
York premiere early in February. The committee was 
forced to move up tlie date of the New York premiere to 
the first week in March because of difficulty in obtaining 
large enough quarters for the expected crowd of 1,000 or 
more top-level advertising agency, sponsor, governmental 
and radio industry executives. 

Premiere showings of LIGHTMNG THAT TALKS in 
other kev cities throughout the country will be held as 
originally planned, most of them taking place the first 
week in February. si'ONSOK decided to stick to its orig- 
inal date for the souvenir radio presentation issue in or- 
der to coincide with the many premieres being held the 
month of the souvenir editions publication. 





CONFLUENCE 

Where the CONFIDENCE of millions 
meets the INFLUENCE that sells! 



The CONFIDENCE of the world's richest 
and largest Italian market and the IN- 
FLUENCE of the station that has been 
part of their lives for so many years, 
form a mighty resultful selling force to 
over more than 2,100,000 listeners. 



Originq^ofS mi 



RALPH N. wen, Gen. Mgr. 



It's the plus delivered only by WOV . . 
CONFIDENCE plus INFLUENCE giving 
you CONFLUENCE. 

*Act of flowing together . . . the meeting or 
junction of two or more streams . . . 

— M'clxler's Sen InUTrtalional 
Dictionary 



NEW YORK 
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lATe fKGAIN ? 

CALL, WIRE, WRITE FOR INFO ON RADIO'S 
ONLY NEW AND PROVEN TRANSCRIBED SERIAL - 



SECOND SPRING 

Also Great Musicals 
PLANTATION HOUSE PARTY 



11 




HOSPITALITY TIME EDDY ARNOLD SHOW 

RADIO PRODUCTIOIMS, INC. 



MONOGRAM BUILDING 



NASHVILLE 3, TENNESSEE 



SALES AGENCY: MONOGRAM RADIO PROGRAMS. INC 



CHICAGO 
AN 3-7169 



NASHVILLE 

4-1751 
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Radio and Television will best serve the public inter- 
est— ami their own— each by seeking the field to which 
it fs better adapted, and by doing the best job pos- 
sible in that field. 

We bel ieve that Du Mont has reason to be proud of 
its contributions to Television. Du Mont's bold pio- 
neering of co-op and syndicated programs for the 
local station ... Du Mont's theory, now widely put into 
practice, of high calibre shows at low cost to the 
advertiser— all are made possible by Du Mont's spe- 
cialization in Television. 

If it's Television— that's our business. Call on us freely. 




AMERICA'S WINDOW ON THE WORLD 



DUMONT TELEVISION NETWORK • 515 MADISON AVENUE, NEW YORK 22, N. Y. CopynsM 1950, AlU-n B. Du Mom lobofoiofl«, inc. 
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it's easy, 



IF YOU 
KNOW how! 




We 



e could paint a very fancy picture of all the things 
that make KWKH a truly outstanding station — but it would 
boil down to this: a "native-son" flair for Southern program- 
ming, together with 24 years of solid radio experience in this 
market. Know-How, we call it. . . . 

Latest Shreveport Hoopers (Nov.-Dec. '49) prove that 
KWKH's formula and methods really pay off: 

For Total Rated Periods, KWKH gets a 
52.0% greater Share of Audience than 
the next station. 

These figures are for Shreveport only, of course. But better 
yet, KWKH delivers an equally loyal rural audience through- 
out our prosperous oil, timber and agricultural area. 

Let us send you all the facts, today! 



KWKH 



Texas 



50,000 Watts 



5HREVEP0RT f LOUISIANA 



^ Arkansas 
CBS Mississippi 

The Branham Company, Representatives 
Ilcniy Clay, General Manager 
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enabled the produetioii of a talking 
motion picture that I sincerely believe 
is unmatched in any trade association 
promotional activit). 

Adequately promoted, properly pre- 
sented and prompth followed. LIGHT- 
i\L\G THAT TALKS can enable the 
broadcasting industries to move into 
neu' high ground in local, network and 
national spot sales. May I urge you 
with all of the sincerity I can connnand 
to do your personal part to see that tbe 
shoNving of this talking motion picture 
in your community is presented with 
all the showmanship at your command. 

Now. may 1 add a word of deep ap- 
preciation and sincere thanks to SPON- 
SOR for devoting the 30 January is- 
sue to the All-Radio Presentation. It 
is an outstanding example of intelli- 
gent serving of industry interests. 

Lewis H. Avery 
President 
Averr-Knodel Inc. 



It was George F. Baker, the banker, 
who said "Few people can fully com- 
prehend the meaning of a MILLION 
whether we are speaking of dollars or 
of people." Multiplied many, many 
times over, that has always been the 
nub of radio's problem: No one — not 
even we who are closest to it — can 
fully comprehend the meaning or scope 
of a medium which, regular!) . talks to 
over 39,000,000 families. 

I am delighted that in LK^HTNING 
THAT TALKS the full play of still an- 
other medium — motion picture presen- 
tation — is brought to bear on visualiz- 
ing the size and impact of radio. And 
1 feel that now. full swing in another 
bu\er's market, is the ideal time for 
radio to review and recount its many 
a(h'antages as a medium. 

Two things about the film particu- 
larly impress me. First. 1 understand 
it is directed especial!) at a new mar- 
ket: the man) ad\ ertiscrs who ha\ e 
not used radio and uho ma) derixe 
real benefits from its use. And, sec- 
ond, 1 understand tliat tlie efi^ecti\'e- 
ness of the film is to be lieiglitencd !>)' 
local showings throughout the coun- 
try. As the pioneers of local j)enetra- 
tion in Tictwork radio, we kno\v that 
that is the best approach! 

The American Broadcasting Coni- 

[I'leasc turn to page 30) 
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COUERRCE 



WOATs Primary Market has alwajs l)ccn a 
brrglit spot in the nation's economic picture. Today, 
(lay and night, a half-million families w ho spend over 
a billion dollars over grocery, drug and other retail 
counters, ha\e the W'OAI listening habit! (Check 
Hooper or BxMB). • Already rich in oil, cotton, 
cattle and other agricultural products, W OAFs South- 
west now is one of the nation's in(lu^trial hot spots! 
(Ask your lianker). • That means more people who 
make and spend more money on more products! 
There's no substitute for WOAI's coverage of this 
ever richer market. • Hooper's latent Listening 
Area Index shows W'OAl with two times as many 
listening families daytime, three times as man\ night- 
time, as the next most listened to station. For avail- 
abilities . . . (Ask Petry). 



NBC • TQ N 

Represented Nationally By 

Edward Petry & Company, Inc. 

NEW YORK • CHICAGO • LOS ANGELES • ST. LOUIS 
DALLAS • SAN FRANCISCO • DETROIT • ATLANTA 



THERE 



IS 



no 



SUBSTITUTE 



FOR 





in 

THE 

50UTHUJEST 
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Because it takes 
good selling 
to make 
good sales... 



1950 



will be the 



We predict, 



BEST YEAR YET for 



Spot Radio 



H'f repeat— 

it takes good sellini; 
to make fjood sales 



—thanks 

to the 

efforts of 

radio's 

new film 

presentation 

and the 

National 

Association 

of Radio 

Representatives 




it t*SI 4<»t. Sllttt • NtW fOl* N f 

RADIO i TflfVlSlON R f r R f SI NTA TIVIS 

Mlw fOK • ChiCaCO • lO» AMCIltl • (AN IIamCIKO 
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STORY NEEDED TELLING 

])an\, the Colunihia Broadcasting Sys- 
tem and tlir \ational Broadcastin*; 
C(>nipan\. the "National Association of 
Broadcasters and the ahnost six hun- 
dred independent stations who are co- 
operating are to he congratulated. 

FlUiNK \\'hITE 

President 

Mutual Broadcasting System 



LIGHTNING THAT TALKS %er> 
ably tells the stor\ of the impact of 
sound radio upon the American \\a\ of 
life. It shows wh\ sound broadcasting 
toda\ is a more \ital selling force and 
a greater j)ul)lic service than ever be- 
fore in its 30 \ears of existence. 

The "NAB. the independent stations 
and the networks associated with the 
.reation of LIGHTNING THAT 
TALKS are to be congratulated upon 
producing a fdm of which the industry 
can well be proud. 

Joseph H. McConnell 

President 

A'/iC. New York 



REACH 



As chairman of the All-Radio Pres- 
entation committee 1 would first like 
to express my appreciation and the 
thanks of the other members of the AU- 
Kadio Presentation committee to SPON- 
SOii for de\oting its entire 30 January 
issue to LIGHTNING THAT TALKS. 

For a long time radio was too busy 
to promote itself, but we feel that 
LIGHTNING THAT TALKS is the 
first stc]) in a long series of radio pro- 
motional elTorts that will be planned 
in the future. 

The members of the committee have 
spent long hours and even some of 
their own money to see that this pres- 
entatif)n of all radio is the best selling 
tool that has been so far devised in 
radio's behalf. The fact that SPONSOR 
has de\ oted an entire issue to the 
mo\ie is gratifying proof that our pres- 
entation is im])ortant. We know that 
both the j)eoj)le in and out of the radio 
industry will agree when they see 
LIGHTNING THAT TALKS. 

1 here has been a whale of a lot of 
nnselfi.sli cooperation on the part of 
this committee, whieh worked manv 
many hours to do a job for this indus- 
try, and 1 am personalh very proud to 

(Please turn to jxige 92 I 



MORE 



PEOPLE IN 

HANNIBALAND^ 

AT A 
LOWER 
COST 
PER 
THOUSAND 
with 

K b'^hi 0 

"Hannibaland is the rich 38 
county area surrounding Hanni- 
bal, Quincy and Keokuk. In a 
recent Conian study of listening 
habits, KHMO showed a larger 
share of audience than any of the 
other stations surveyed in this 
area. Also, KHMO's cost per 
1000 families is 55.2% less than 
that of the closest competitive 
station. So for reaching and 
selling the people in this rich 
rural area of Hannibaland, buy 
the station that is listened to 
most — buy KHMO. 

KHMO 



Mutual Network 
Hannibal, Mo. 

5,000 watts 

1,000 at night 



1070 kc. 



Representative 
JOHN E. PEARSON CO. 
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That's the KXYZ story — as simple as that. It 
actually costs less money to dominate the great 
Houston and Gulf Coast market when you con- 
centrate your sales effort on KXYZ. 

Houston listens to KXYZ. For years, KXYZ has 
consistently led the morning Hooper ratings 
with the largest percentage of the listening 
audience . . . giving advertisers more for their 
air dollar! In addition, KXYZ hacks your 
advertising with a planned promotion and 
advertising campaign. 

If you want to open the door to the richest 
market in the Southwest, place your 
message on KXYZ — and get more 
for your air dollar! 



II 

EDUCATION 





A GLENN McCarthy 

ENTERPRISE 



PUBLIC SERVICE 




ABC IN HOUSTON 

DIAL 1 320 • 5000 WATTS 
Free & Peters, Representatives 
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40% mone *i€icUo^ mme^ 



t^ecf did m f943^aHd 



D 

F REE & ir ETERS, INC. 

Pioneer lladin aud Television Slalion llepresenlalives 

Since 1932 

m:\\ vokk CHICAGO 

ATL\\T\ DKTItOlT IT. WOKTII HOLLYWOOD SAN FKANCISCO 



EAST, SOUTHEAST 



WBZ-WBZA 

WGR 

WMCA 

KYW 

KDKA 

WFBL 

WCSC 

WIS 

WGH 

WPTP^ 

WDBJ 



Bostoii-Springfield 

Buffalo 

New York 

Philadelphia 

Pittshurgli 

Syracuse 



Charleston, S. C. 
Colunihia, S. C. 
Norfolk 



Raleigh 



NBC 

CBS 

IND. 

NBC 

NBC 

CBS 



R 



oanokt' 



CBS 
NBC 
ABC 
NBC 
CBS 



50,000 
5,000 
5,000 
50,000 
50,000 
5,000 

5,000 
5,000 
5,000 
50,000 
5,000 



MIDWEST, SOUTHWEST 



WHO 

woe 

WDSM 
WDAY 
WOWO 
WISH 

KMBC-KFRM 

WAVE 

WTCN 

KFAB 

WMBD 

KSD 



Des Moines 
Davenport 
Duluth-Superior 
Fargo 

Fort Wayne 
Indianapolis 
Kansas City 
Louisville 

Minneapolis-St. Paul 

Omaha 

Peoria 

St. Louis 



NBC 
NBC 
ABC 
NBC 
ABC 
ABC 
CBS 
NBC 
ABC 
CBS 
CBS 
NBC 



50,000 
5,000 
5,000* 
5,000 

10,000 
5,000 
5,000 
5,000 
5,000 

50,000 
5,000 
5,000 



KFDM 

KRIS 

WRAP 

KXYZ 

KTSA 



Beaumont 
Corpus Christi 
Ft. Worth-Dallas 
Houston 
San Antonio 



ABC 
NBC 
NBC-ABC 
ABC 
CBS 



5,000 
1,000 
50,000 
5,000 
5,000 



MOUNTAIN AND WEST 



KOB 

KDSH 

KVOD 

KGMB-KHBC 

KEX 

KIRO 



Albuquerque 

Boise 

Denver 

Honolulu-Hilo 
Portland, Ore. 
Seattle 



NBC 
CBS 
ABC 
CBS 
ABC 
CBS 



50,000 
5,000 
5.000 
5,000 
50,000 
50,000 
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Sonic cold and warniiniu; facts on I lie radio 
industry's presentation to advertisers 

The cold statistic-? on l.loilTMiNG THAT TAI.Ks are these. 
The finished film runs 4.()()() feet. But oO.OOO feet were shot. 
Director Ben Cradus and his permanent crew of six travelled 25,000 
miles. rhe\ went on location to California. Oeorgia, Iowa, and Long Island. 
In all, 60 people worked on the film. 

These are tlie cold facts. As sponsor dug deep into the making of a 
movie it uncovered warmer data. 

h learned heartwarming fact.s about men who make such things possible. 

About Vic Ratner, who compiled three unique volumes of facts and 
figures preliminary to the w riting of a script, and who spent a "vacation" 
in Xew England working on a final draft. 

About Frank Stanton, who saw nothing novel in giving the iiidu-itry 
Ratner's services, compliments of CBS, for weeks at a stretch. 

About fellows like Gordon Gray, Frank Pellegrin, Lew Avery, B\ ron 
McGill. George Wallace, llan(jue Ringgold. Ivor Kenway. Ed Spencer, 
Ralph Weil. Harry Maizlisli and others on the All-Radio Presentation 
Connnitt("e who traveled incessantly and j)ai(l out inces-santly during many 
months of feverish activity —with never a thought of repavment. 

About Judge Justin Miller, who saw the potential of such a film and 
allowed the bus) Maurice Mitchell to steal time from other urgent j)rojects 
in order to participate up to his neck. 

These credits could go on and on. But we think we make our point 
about the spirit that enfuses LicilT.MNG that talks and the radio industry. 

In the pages that follow sponsor has attempted to catch the flavor of the 
film and hold it for the many who view the premieres and want something 
to remember it by. In this issue are -tories on the history of the presenta- 
tion and on its promotion. Four articles were devoted to the success stories 
documented in LIGHTNING TII\T talks and sponsok's staff added details 
of these stories which it was impossible for the film to cover. 




Editor 



Gulfar solo by director of all-radio film pufs its two youngest actors in mood to perform 



NORTL CAROLINA IS THE SOUTH'S 

NUMBER ONE STATE 



n 



N 




m 



Na 



NORTH CAROLINA'S 



SALESMAN is 




50,000 WATTS 680 KC 
N BC AFFILIATE 




RALEIGH, N. C. 

FREE & PETERS, INC 

NATIONAL REPRESENTATIVE 



* also WPTF-FM * 






IT TOOK ALL THE FILM CANS SHOWN TO MAKE FINISHED REELS THAT VICTOR RATNER IS RECEIVING FROM THE PRODUCERS 



Riidio breaks i sileiici; 

LIGilTNIXC THAT TALKS briiijis rnilio's 
flyiiaiiiic* story t<> the nation's ailvc^rtisers 



It's here. 

The All-Radio ['resentalioii ha? been 
compleled and during lliij; nionlli il 
will preniiero in several parts of the 
eounlr\ . 

I hose who see the movie are in for 
a treat (as well as a treatment!. 
Called LlGllTMNG THAT TALKS, 
it s a full-length documenlar\ wJiirli 
tells the sti)r\ of radio s impact on the 
American people and has an exciting 
impact of its own. 

30 JANUARY 1950 



L1G11TM\C THAT TALKS makes 
histor). because: 

1. It's the first prescMitation by any 
medium which use* documentary 
m()\ie techniques to demonstrate the 
effect of the medium. Much of rt was 
shot in the homes of radio listeners: 
it shows what actual!) happens when 
the\ hear connnercials. 

2. It's the first really full-dress pro- 
motion dri\e in the histor) of broad- 
casting. The nio\ie mark> a new- 



phai'e in the induslrx's development. 
From now on radio men are deter- 
mined to talk up after )ears of rela- 
tive silence. 

3. As an inrlustrial movie, LIGHT- 
M.NG is rev olutionar\ . It condjine? 
fantasy with realism to tell a storv 
which won't preach at or talk down to 
its audience of busine.--men and ad- 
verti>ing executives. 

In a wa) the sponsors and advertis- 
ing men at whom the mo\ ie is aimed 
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SPARKS FLYING FROM THE WIRE (RIGHT) WERE ONES PHOTOGRAPHED STRIKING BEN FRANKLIN'S KEY (SEE COVER PICTURE) 



are tlieiii-elves largely responsible for 
its procliirtion. 

For \ears tlie^e ii>ers of hroadcast 
advertisiiij; have fell that radio lagged 
ill self-promotion. riiey've said so 
often. especialK wlren tlie\ were faeed 
with tile prohlern of eoirviiirirrg top- 
level hrass ahoiit the value of some 
specific radio project. It was this 
ground swell of opinion from without 
the indirstr) that helped force the issue. 

But it was an idea in the hark of 
'\I!C vi<e-presi(lent Charles I'. Ifam- 



niond's head that got things started. 

Hammond felt that networks could 
tell a lot stronger sales story if they 
acted as a unit instead of sprinkling 
their individual arguments like buck- 
shot. He went to the J. W^alter Thomp- 
son agency (which represents \BCl 
in the summer of 1947. asked wise 
heads there what they thought of his 
idea for an all-network 'telling drive. 

The J. Walter Thompson executives 
thought the idea was good and Ham- 
mond ea)le(1 a network meeting to sug- 



gest some kind of presentation. Those 
who attended that historic meeting in 
his ofBce were Ivor Kenway. ABC vice- 
president; Da\e Freder ick, then adver- 
tising director of CBS; Louis Haus- 
riian of CBS; and E. P. H. James, then 
vice-president of Mutual. 

At about the same time a similar 
scheme was brewing within the NAB. 

But it was the network group which 
was first to gel together on a project 
with a definite budget (a total of $50.- 
000 put up l.v NBC. CBS, ABC). The 




The II Aid the work 



The sfory presenfed on fhese pages fells fhe full hisfory of fhe 
All-Radio Presenfaf ion. Here are fhe names of fhe commiffee 
members wifhouf whose efforfs fhere wouldn'f have been any sfory: 

Gordon Gray (WIP), commiffee presldenf — chairman; Vicfor M. 
Rafnor (formerly CBS, now wifh R. H. Macy), vice president in 
charge of producfion; Maurice B. Mifchell (BAB), secretary; Herbert 
L. Krueger (WTAG), treasurer; Ivor Konway (ABC); George 
Wallace (NBC); W. B. McGill ( Wesfinghouse Radio Stations, Phila- 
delphia); Lewis Avory ( Avery-Knodel, Inc.); Frank E. Pellegrin 
(Transit Radio, Inc.); F. E. Spencer, Jr. (George P. Hollingbery 
Co.); Ralph Weil (WOV); Leonard Asch (WBCA); Will Baltin 
(TBA); Bond Geddos (RMA); Ellis Atteberry (WJBC); Harry 
Maiilish (KFWB); Irving Rosenhaus (WAAT). 



FILM EDITORS EXAMINE VARIOUS "TAKES." THE BEST ONES WERE THEN SELECTED FOR THE FINAL VERSION OF THE MOVIE 



networks at that stage had no idea as 
to what form their presentation would 
take. Their first problem was to get 
the right man to produce it. They 
wanted someone who knew radio but 
was not of it, someone who could look 
on radio problems with perspective. 

\^iclor Ratner got the job. For 
man) \ears he'd been an outstanding 
promotion man for CBS. But in 1947 
he was out of the radio industr\ and 
running his own public relations and 
promotif)n business. For these reasons 



the network group felt his background 
was ideal and retained him to produce 
their presentation. 

Ratner went to \sork for the net- 
works in the summer of 1947. inune- 
diately snggesled the presentation be 
gi\cn in the form of a movie. That 
was about as far as he got before he 
was back right smack in the middle of 
radio as vice-president in charge of 
promotion for CB.S. It was agreed, 
however, that he would go on with 
production of the network presentation 



in hi.s spare time and without a fee. 

Meanwhile. NAB plans also were 
coming to a head. 

The chairman of the Sales Managers 
Executive Committee of the \AB for 
1947 was Gene 1 homas. now general 
manager of WOlC. then with WOR. 
Thomas knew that sentiment at that 
time was rumiing high among XAB 
members for some kind of all-radio 
promotion dri\e. Recognizing this de- 
sire on the part of the nuMubership, he 
[Please turn to page 82) 



Scene from film (below left) shows journalism professor giving tail which slights radio advertising. Maurice Mitchell males rebuttal (below right) 




WHAT IF ALL ITEMS FROM AVERAGE HOME THAT RADIO SOLD WERE THROWN OUT ON LAWN? SCENE (ABOVE) IS ONE RESULT 



nm TiiiT mi 

lli;>iili;>iit.s c*iillofl from tlio extoiisivo rosc^areli 

that wont into All-Kadio Privsoiitatioii film 



[iadi<j tn the I iiitod >tates. likr 
<Tt!meiil in the I iiilcd "^lale?. cleri\e> 
it- preiil power e^-ciilialK from the 
people, and nowhere el-e. I'eople ha\e 
accepted radio n\erw helminizK a- a 
<l<)iuiiiaiit habit in their lt\e>. 

It i- more inlimat«d\ as>(»ciated with 
iixtre ppoph' than nio\ies. niajiazines 
a?i(l itewsi)aper>. hathtuhs. or tele- 
phone-. Iliis and nun h more is 
>ummed up in the Ml-liadio fihn. 



1JGHTMNG TH \T TALK> 

But the true e\perieiHe> depicted in 
the ino\ ie in which ra<lio sell* dia- 
monds in a flepartmenl store: l)uilds a 
chain of sup(^rniarkets : puts a milk 
compaiu in business (and make? it a 
leader in it.«. area I : open- door- to in- 
'iuraiH-e ^ale-men. thc-e t\pical >u<'ce>- 
-torio- do not "tell all. " 

Thon-ands of man-hours of re.-ear< h 
went into the preparation of data from 



which the pre.<eiitation was finally 
strained. Following are >ome of the 
highlights presented in the film either 
dire< tl\ or b\ implication. The theme 
might be \meri<'a the Market Place — 
How Radio Ueache- and Sell- It-' 
* • 

The market place i- people. Since 
1930 alone. 20.000.000 more of them. 
In 1030: 12-3.0 millions: V)\l\ (Oct.): 
l.iO.O millions. 
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Faniilirs grow still faster. In 1930: 
29.9 millions: 1948: 38.6 millions. 



The market place is land. America's 
great regions are almost nations in 
themselves. Each has marked, homog- 
enous characteristics of its own: Far 
West. Mountain States, Southwest. 
South. Middle West. New I'^nglaiid. 
Middle Atlantic Stales, et<-. The land 
has so much climate it's always sum- 
mer somewhere in the I'nited States. 



America is the greatest market plac e 
on earth. It has heen able to develop 
its resources far more than any other 
area in the world. And there's a rea- 
son. It's not in our \ast land area or 
natural resources (other nations had 
more of both ) . 



l\ot in the increase of our popula- 
tion {other nations have more). \ot 
in our isolation from other countries 
(luring our formative years [others 
have been more isolated). 

The answer lies in all these things 
plus something else — something that 
Ben Franklin helped to design and start 
— our political democracy. This great- 
est of all e.xperimenis in self-govern- 
ment made unique economic patterns 
in America, too. 



It stimulated more people to produce 
more wealth. It spread the forces of 
competition over more {)ro<lucls . . . 
stimulated more people to produce bet- 
ter values . . . distributed more wealth 
over more people. 



The Man Production Of Customers 

Mass production of goods is mean- 
ingless without mass consumption 
just a,« it is helpless without mass dis- 
tribution and voiceless without mass 
advertising. We have created cnslom- 
ers faster in the past twenty years than 
at any other lime in our histor). hi 
1906 Woodrow Wilson said: "Nothing 
has spread socialist feeling in this 
country more than the automobile . . . 
they are a picture of the arrogance of 
wealth with all its independence and 
carelessness."' 



Rut socialism didn't come — people 
got automobiles instead . . . aiul refrig- 
erators, electric toasters, ivashing ma- 
chines, telephones, etc. The mass pro- 
{ Please turn to page 121) 



How big is Radio? 



U.S. ^ffi^ 
families 

lamilies 



Auto 
families 




42.800.000 (^%) 




l.V 

lamilies 



Source. BAB Estimates lot 1951 



How much do tliey listen daily ? 



U.S.radia family -listening: by INCOMES 



U.S. AVERAGE 4'''32 

I hr 2 his. 3 his 4 hrs. 



upper 
incomes 



fniddle 

--^^^ incomes 



lower 
incomes 



nia 



mm 



4^" 3] 



mm 



4^-45 



miiL 



radio fanily listeHinE:!!/ CITY SIZE 




metropolitan 
areas 



medium size 
cities 



small cities 
and rural 



U.S. AVERAGE 4''' 32 

1 hi. 2. his. 3 hii 4 hfi 

4^'^ 37 



nil 



4^'^ 28 



mia. 



4''^ 33 



RIO. 



Siifci i. C. Niilsii Ci. 
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Maurice Mitchell hands his secretary an order for the All-Radio film LIGHTNING THAT TALKS 





How to llii^ most of your loi*«il sliouiii^' 

of IJCaiTMiXC; THAT TALKS 



Across the nation ad\ertis«'rs aiitl 
advertising men are getting their first 
look at LIGHTNING THAT TALKS 
this month. All who see the film will 
realize that long, hard, and effective 
work went into its production. But 
there's another side to the story. A lot 
of hard work is being done now as 
well to promote the movie and distrib- 
ute it efficienth . 

It's the local subscribers who hear 
the brunt of this post-production work. 
Milt the All-Radio Presentation Com- 
mittee itself is helping to make sure 
that viewers enjoy the movie by dis- 
tributing well thought out suggestions 
for showings. 

Subscribers have found that sugges- 
tions of the AIl-Kadio Presentation 
Committee are easy to execute. And 
promotion> are being directed largely 
by top management, thus lending the 
presentations necessary prestige. 

Plans for the various premieres are 
being completed by local committees. 
These organizations have a free band 
in preparing their presentations, with 
the All-Radio Committee on the side- 
lines, ready to help only when called 
upon by subscribers. 

Some local conmiittees are schedul- 
ing luncheon premieres. Many are 
making the film showings part of high- 
ly publicized dinner parties. Lunch- 
eon presentations are generally limited 
to one and one-half hours. 

At cocktail parties it is recommend- 
ed that the film be shown first, with 
cocktails immediately following. Din- 
ner premieres are elaborate and in- 
clude entertainment. The movie is 
shown immediately following dinner 
whene\er possible. 

New York City's gala presentation 
is typical of what is being done 
throughout the nation on a smaller 
s<:ale. The combination dinner and 
premiere is to be held in the Grand 
P>allrooin of the Waldorf-Astoria, 
March 1. Twelve hundred prominent 
guests are in\'ited and Bing Crosby 
and Bob Hope will be among the per- 
foriiUMs. Fred W'aring's orchestra will 
supply the nmsic. And General Dwight 
1). Eiscidiower is tentatively scheduled 
to s|)eak about the radio industry in 
the next half century. 

To keep the presentation paced 
|)r()|)erly. the New ^ ork conniiittee 
felt it was He<'essary to close the e\e- 
iiing with a strong event. The night at 
the Waldorf, therefore, ends with an 
o|)en discussion. Guests can comment 
about radio as a successful, conlimnil- 
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ly growing medium. George Denny, 
moderator of the American Uroadcast- 
ing Company's program "1 own Meet- 
ing of the Air," will preside. 

A number of foremost Americans 
are to precede the session with brief 
topic summaries. They are: Henry 
Ford II; Harvey Firestone. Jr.: l)a\id 
Lilienthal; Harold Stassen; and others. 

Through hard-hitting promotions 
the All-Radio Committee is arousing 
strong national interest in the film. 
The approximately 600 stations plan- 
tiing to show the movie in their com- 
munities will find an eager, reieptive 
audience of local businessmen. 

Subscribers have found that there 
are many advantages in holding collec- 
tive showings. Expenses are lighter; 
the presentation bigger. The combina- 
tion of working facilities and top 
brains can produce the promotion with 
least effort. More high ranking busi- 
ness people are reached. Although the 
cost for a single organization is rela- 
tively low in a collective showing, the 
total expenditure is a sizable amount. 

Many communities have only one 
subscriber station. Such stations have 
found it advisable to invite non-snb- 
scribers to participate in the premiere. 
Here, too. expenses are shared and the 
operation expanded. The guest lists 
are increased; more advertisers are 
reached more easily. 

Subscribers scheduling individual 
premieres favor the use of 20-miiiute 
condensations cut from the master 
film. There are two such condensa- 
tions. One shows the social benefits 
of radio in America. The other em 
phasizes success stories and is intend- 
ed as a sales clincher. 

Plans for many local showings are 
already concrete. 

In Charlotte, North Carolina, sta- 
tions WBT, WSOC, WAYS, and WIST 
are co-sponsoring the presentation for 
the city's key business people. A sec- 
ond showing is planned for owners of 
small businesses, many of whom are 
potential sponsors. 

The Phoenix, Arizona, showing co- 
incides with the Board of Directors 
meeting of the National Association of 
Broadcasters. President Justin Miller 
and the entire Board will attend this 
premiere. 

Baton Rouge. Louisiana, business- 
men are to see the film at a special 
luncheon. Stations WAFB, WJBO, 
WLCS, and WLCA are getting this 
showing into shape. The premiere will 
{Please turn to page 62) 



Film exvliaiiffv main's sure LlGllTXIVfi tvill 'stt'the' 




One of Modern Tallting Picture's 26 exchanges distributing prints to stations throughout the nation 
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What would yfiii clf> with a carload of f>v«r-ri|io poaciios? 
■lore's how ille Too handled the |irohleiii 




»i Housewives say fresh peach special is good buy, go to market early 

J 




J Me Too manager considers items for the next day's radio spacial 



^ Decision made, housewives hear about it on 8:30-9:45 musical clocic 



"W'hat made tfiis happen?" 

A mass of people janiniing the streets 
around the ME TOO supermarket in 
Cedar Rapids. loua. A \nug Vine of 
people stretching clear around the 
bh)ck. Head of the line at a truck of 
peaches in front of the store. People 
buying crates of fruit directly off the 
open hack of the truck. 

Ben Franklin, coming upon this 
scene in LIGHTNING THAT TALKS, 
wonders in astonishment what's behind 
it. As a matter of fact, the truck and 
people weren't "props" and "extras"; 
the bujing and selling wasn't just 
acting for the camera. 

This w as the real thing. 

The cameras actually caught the 



opening of business one morning at 
Hill Drake's ME TOO No. 1 supermar- 
ket. And it happened because of a 
radio program. (The same thing hap- 
pened simultaneousl) at eight other 
Drake stores in the area.) 

For Bill Drake, in 1936. there 
weren't any supermarkets. He operat- 
ed Drake's Store in Blairstown. near 
Cedar Rapids, and four small stores in 
nearby towns. Then Weaver Witwer. 
Drake s wholesale grocer) supplier, 
bought the old Post Office building in 
Cedar Rapids with the idea of convert- 
ing the lower floor into a grocery. He 
thought his aggressive, up-and-coming 
friend Bill Drake was just the man to 
break into the fiercely contested Cedar 



Rapids food market. With Witwer's 
blessing. Drake was willing to try. 

The store was ready for business in 
August, 1937. Meanwhile, salesmen 
from the Cedar Rapids Gazette and 
station WMT had been assiduously 
wooing Drake. On their side, the new s- 
paper salesmen had the force of tradi- 
tion. Newspaper space was the natural 
medium for an\ retail outlet, particu- 
larly a food store. It gave the house- 
wife-shopper an opportunity to study 
the "record" of items and prices of- 
fered, etc. 

At that time the now famous Lazars- 
feid stud) comparing the efTect of 
newspaper ads and radio conuiiercials 
{Please turn to page 661 




4 Peach special sold by crate. Farmer buys extra supply for canning 



^ You Did? manager learns radio special sold out by noon in stores 



PROBLEM 





Success Story No. 2 

/n LIGHTNING THAT TALKS 




LIGHTNING THAT TALKS makes 
the point that radio can sell anything. 
To help prove that point the movie in- 
cludes a sequen<e al)ont an air cam- 
paign that sold diamonds- diamonds 
by the dozens. The sequence concerns 
a department store manager who made 
an exacting comparison test of radio 
versus newspapers. He spent S400 in 
newspaper advertising one month, then 
matched it another month with $400 
on the air and got this result: 

The black and white ads sold only 
two diamonds in a month. 

The radio commercials sold over 100 
diamonds in two weeks, later account- 
ed for many more. 

Locale for this fascinating ad\ertis- 
ing experiment was Columbus. Geor- 
gia. An industrial center with a popu- 
lation of 17.5.000. Columbus i.s on the 
state's western border and can draw 
business from nianv counties in Ala- 
bama as well as from nearby Fort 
I5ennirig. the world s largest infantry 
training camp. The second biggest dc- 
|)ai tnient store in this acti\ e business 
town is the one that sold diamonds on 
the air I)a\ison's. 

Da\ ison's in Columbus is one of a 
chain of four stores (formerly Da\ ison- 
Paxon I in the South (other three are 
at Atlanta, Macon. Augusta). All of the 
Davison stores are afTiliated with U. H. 
iMac\ \ Company. 

The Columbus branch opened just 




SUCCESS 



PROBLEM: manager of department store 
tells radio station man he has sick baby 

INTEREST: teaser campaign on air at- 
tracts interest of potential diamond buyers 

CUSTOMERS: soon after air campaign be- 
gins the "sicic baby" is a thriving department 

SUCCESS: store manager congratulates ra- 
dio station man, promises to stay on the air 



oonldii't sell ilianioiids 



Then alon^' cauic an enterprising radio station president who 
asked for $400 and just one month 



about a year ago in a brand-new build- 
ing with a modernistic front. There 
was something new inside as weU. For 
the first time in the history of depart- 
ment store operation in that part of 
Georgia, the new store had an expen- 
sive jewelry department. Previously 
department stores in that sector had 
3old only low-cost costume jewelry. 

To start his jewelry department of! 
with what he hoped would be a bang, 
the manager of Davison's began a daily 
newspaper campaign. Each day for a 
month he placed twenty to thirty inch 
displays in the two local papers push- 
ing the jewelry department. Cost at 
the Davison's discount rate was about 
$1.00 a column inch and the total 
black and white bill for a month came 
to $400. 



But instead of a bang there was a 
fizzle. In a month only two diamonds 
were sold. Although other jewelry 
items did move, slowly, diamonds were 
the important thing. They are the big 
mark-up items on any jewelry counter. 
Bill Byrd, Davison's manager, knew 
what the trouble was. People in that 
area just weren't used to going into a 
department store for diamond rings 
and bracelets. He had a job of educa- 
tion on his hands. 

Actually. Byrd seemed to have every- 
thing in his favor. He could offer dia- 
monds at ten percent below rates of 
local jewelers; his store in general was 
doing a good business, had acquired a 
fine reputation. But newspaper ads had 
failed to ram bis story home. Byrd 
called ill a friend from the local Ki- 



wanis f)rganization and asked for sug- 
gestions. It was a wise move. 

The Kiwanis brother was Allen 
Woodall, president of WDAK, a Co- 
lumbus 250 watter which was then an 
ABC affiliate (NBC affiliated since Sep- 
tember 1, 1949). The conversation 
Byrd and \X^oodall had at that time is 
reenacted in part in LIGHTNING 
THAT TALKS. It was significant be- 
cause it shows how a reasonably typi- 
cal local merchant who has never used 
radio extensively reacts and thinks as 
he prepares to go into broadcast adver- 
tising. Here's about the way it went: 

Byrd: "\ou know I've got a sick 
baby on my hands. You've been tell- 
ing me I ought to use radio since we 
opened up. Maybe this is the time. 
[ Please turn to page 96) 



Director of movie gives acting pointers to radio man and store manager 



This setup was needed to film night scene (see picture p. 46) 



Ik big drive 



III i^aii Fraiieiseo, j^larin Doll milk 

shot from fourth to first place in one 
year. And radio $>'ets tiie credit 



Success Story No. 3 

in LIGHTNING THAT TALKS 



The people of San Francisco count) 
Ixnight enough Marin Dell inilk in that 
cooijerative's first jcar of operation to 
make it the nuiiiher one distributor of 
milk in the < ount\. That was in 1933. 

Tocla\ . 14 \cars later. Marin Dell is 
still the leader. And it didn t take a 
miracle to keep it that way. 



In the teeth of fierce competition 
from long established regional and na- 
tional distributors — more than a dozen 
of them originally— it seemed that the 
Marin Dell Milk Company would need 
a miracle even to break into the 
San Francisco market. 

But a certain Thomas Foster didn't 




nf-n t\cklUn plant superintendent MacDonald out to man truck in opening San 

|»'C"UQwIII Jose route. Radio had already pre-conditioned customers to Marin Dell 



look at it that way. He knew that retail 
outlets would have to take the Marin 
Dell line if enough of their customers 
asked for their products b\ name. And 
he figured the "miracle" to make that 
happen had alreadj come to pass. It 
only required, as he saw it, adaptation 
to the Marin Dell problem. 

Members of the newly formed dairy 
cooperative elected Foster general man- 
ager back in 1935 not just because he 
had a rejiutation for getting things 
done and because he knew the prob- 
lems of milk distribution. He was also 
a man with ideas. They called him 
"progressive."' 

So when KFRC's eommercial man- 
ager Merw)n L. McCabe huddled with 
him over the problem of cracking the 
tough San Francisco market, Foster 
didn't wince at McCabe's recommenda- 
tion that he allocate 100^ of his rela- 
tively small advertising budget to one 
medium — radio. 

In 1935 radio's power to force dis- 
tribution, then keep on selling, no long- 
er seemed a miracle to those who had 
learned to use it. Marin Dell would 
set up no house-to-house routes, em- 
ploy no house-to-house canvassers. 
They had to persuade retailers to make 
room on their already crowded refrig- 
erator sheKes for another brand of 
milk. Dealers weren't going to be 
hapjjy about it. This distribution would 
have to be forced. This was a job for 
a radio station. 

McCabe felt KFRC had an answer. 
He recommended KFRC/s talented m.e. 
Dean Maddox as the man who could 
engineer enough enthusiasm from 
housewives and others to make retail- 
ers take on the new line. Maddox. or 
Budda as he called himself profession- 
ally, had a program known as "Budda's 
Amateur Hour." It was an hour-long 
.show aired from 'S-.OO to 9:00 on Sat- 
urday nights. 

One of the earliest and best of the 
local amateur talent shows, it had a 
big following, then as now. Success of 
the program, as with all shows of this 
type, depended mainly on the person- 
nlit) of the ni.c. 

Listeners liked Budda in the inti- 
mateK personal wa\ petMdiar to radio. 
The feeling of viewers for television 
stars is not comparable to the feeling 
of rapport between a listener and his 
favorite radio performer. Be<"iiise peo- 
ple liked Budda they liked to buy what 
he reconnneiided. So I'oster bought 
Buddn. He stipulated tluit Budda do 
the connnercials. 

{ Please turn to page 95) 
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hl|A|||< for Marin Dell: A single truckload of dairy products heads out of San Francisco to San Jose 40 miles away. It's new territory for 
Marin Dell, which just got flash competitor was about to beat them in. Other pictures on these pages show what happened 
Trucic arrived on time to beat competitors, was waiting with early customers in front of some stores before opening time 







m' C^in inCO shoppers assure Marin Dell representative and 
OClll JUOC retailer they'd like to buy Marin Dell products 



hnrnO f^'^fy which has enjoyed Marin Dell show discusses 
ill lll/IIIC company's milk. Radio helped to boost product 
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EVER SINCE the early part of the twentieth century when commercial broad- 
casts first began, advertisers and their agencies have sought a formula 
that would assure maximum sales results from the use of radio. 

Today, after proving this formula for a period of over twenty-three years, 
Fort Industry has put it on paper so that it may be readily understood. Here's 
how it works: — 

The "C" in the above formula represents Coverage, which ail Fort Industry 
Stations deliver in generous amounts. The "GP", quite logically, represents 
Good Programming. On-the-spot Alert Management is represented by the 
symbol "AM", and "Og" stands for Over-all Guidance by experience-equipped 
management. 

"BPI" represents the most important part of the equation — Broadcasting In 
The Public Interest and community service — factors which have given character 
to each individual Fort Industry Station, and earned for each the status of a 
local institution, affectionately regarded, and believed in by local listeners. 

"7S" for seven Fort Industry Stations is preceded by a multiplication sign, 
and we arrive, finally, at our goal, LISTENERS PLUS SALES. This conclusion 
is extremely important because, attracting listeners is one thing, but sales 
results are another. 

So it's the sum of all the ingredients in the equation which enable all Fort 
Industry Stations to deliver listeners who respond. Q.E.D. 



THE FORT INDUSTRY COMPANY 

WSPD, Toledo, O. • WWVA, Wheeling, W. Va. • WMMN, Fairmont. W. \ a. 

WLOK, Lima, O. • WAGA, Atlanta. Ga. • WGBS, Miami. Fla. • WJBK, Detroit, Mich. 
WSPD-TV, Toledo, O. • WJBK-TV, Detroit, Mieh. • WAGA-TV, Atlanta, Ca. 

iS'atiotiol Soles Headquarters: 527 I^exinfiton //re., iS'etv York 17, Eldorado 5-2455 
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JACK BERCH, FOLKSY SINGER, REACHES HOUSEWIVES IN THE MORNING. HE HAS PRODUCED MANY LEADS FOR PRUDENTIAL 



Success Story No 4. 

in LIGHTM^(; that talks 



Radid mm km 



Wlii^ii a l*riicloiilial a^'oiil ^'oos a-c*alliiii»'. 



lie knows I lie weleoiiie mat is out 



a frw "-rroiul^ of LIGHTMN(» 
Tll\'r 'r\LKS arc (Icvoird to llio 
ciir ill wliirh ;i I'l ii(lcnti;il I nsiii aiK-c 
('oiiipain ajiciit j:cls foot iM>.i(l(" a 
kitclHM) door (sfc pict iirc!- 1 . ^ ct lliat 
■^lioit film >c(|ii("iicc tell- tlic ba^-ic plii- 
lo^opln of l'ni(l(M)tial radio adxcrtis- 
inf;: ''prepare the \\a\ for oiii ajieiit;-.'" 
It was iiiciiidcd in llic movie lo s-liow 
liow an oiitstaiid iiij: ad\eiti*er ii--es 
hroadea-liiifr lo lielp market an in- 
tanj:il)le prodnet. 

I'nidential. like f)tlier suecessful air 
advertisers amon<r insnranee com- 
panies, does not tr\ to sell insnranee 



over tlie air. Instead, it aims at sell- 
ing the companv. tries to Iniild a posi- 
tive reaction lo llie Prudential name. 
I lie companv feels tlial insnranee is 
actualh a eustom-lailored product, 
tailored lo tlie income. famil\ size, and 
standards of each familv : and that 
merchandising this hi<;ld\ (lexilde item 
iu terms of a soap salesman's hoopla 
v\oidd he foolish. TIk^ l)asic objective 
of it- radio adverlisin<r is to <!et its 
the door. Then ihe 



ajzent- throufrh 



selling h(>gins. 



How does the Prudential (I'm for 
short I know v\hether or not it has 



gained its loft\ objectiv(>s? if it isn t 
after direct sale-. do(>-u t tdaim man) 
such for its radio programs, how can 
it tell what it is getting for each of its 
radio dollars? 

The ansv\er. I'm executives would 
tell von. is that the compauv definiteh 
can I measure^ its radio successes -not 
directlv. There's no microscope for 
measniing prestige. Hut there are 
man\. mau\ tell-tales signs of v\hat 
ladio has accomplished for Prudential, 
laken together, these little signs add 
up to <'onviuciug evidence that radio 
has done the intended job for Pru. 
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For example, tliere's tlie time I'lii- 
deiiliars good name lielped win a law 
< ase ii^aiiist overw lielmirig odds. 

A polic) -holder luul died what 
eeemed to he an areidenta! death and 
the widow applied for douhle indeni- 
nity. as allowed for aceidental death 
under the terms of this j)artieular eon- 
tract. Company investigators made a 
routine cheek and came nj) with defi- 
nite evidence that the policy-holder 
actually had committed an elahorately- 
eamouflaged suicide. Pru took the 
case to court. 

Usually, the odds are strongly 
against an insurance compaii) in such 
eases. The jury listens to the evidence 
and whatever the facts its sym|)a- 
thies are with the poor widow, against 
the wealthy rorportion. Hut in this 
case Pru quicklv ivon a unanimous ver- 
dict in ils fa^or. 

The Prudential lawyer got to talking 
with the jur\nien after the case was all 
over and one man voluirteered this in- 
formation: "We all know the Pruden- 
tial wouldn't tr\ lo clieat that woman. 
I've heen listening to the 'Prudential 
Family Hour' for \ears and l iii sure 
that the Prudential is an honest com- 
pany." 

Insurance coiiipaii) execs aren't 
iiotefl as raconteurs but the\ can tell 
dozens of such little human-interest 
aneedt)tes showing the efTe<"t of radio 
on their business. Another interesting 
jiroof of the faith radio can build was 
reported to com|)any headipiarters in 
Newark a short time ago. 

A wealth) man died, leaving his af- 
fairs in the hands of an iiic()in|)etent 
lawyer. The lawyer managed to jum- 
ble up the dead man's papers suffi- 
ciently so that there was a delay of 
several months before a claim was filed 
with the Prudential. Soon after, the 
agent who had S(dd the policy went to 
visit the widow w hh tlie check due her. 
He felt rather a|)prehensive, was sure 
the \\lflow would be put out over the 
delay and blame Prudential. 

But the lady wa,« gracious and 
friendly, although com|)letel\ unaware 
that the lawyer was to blame for the 
(lela) . "I've just wailed patiently," 
she said, "because 1 knew Prudential 
woiddn't hdvc taken all this time un- 
less there was a good rea;^on." It 
turned out the widow and her husband 
bad listened to the 'Tanvily Hour" to- 
gether for years. Obviously she had 
taken its connnen ials to heart. 

( I'lease turn to patce 75 ) 




Scenes taken directly from All-Radio film show how mention of Jack Berch softens pros 
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"Agatha!" 
It was the Chief. Something 
wrong. Orange juice in the 
inkwell again? Anything 
could happen in the Miami 
office of the U. S. Census 
Bureau. Probably another 
housing project that wasn't 
there last night. 
"Agatha! Where are the 
blankcty-blank blanks?" 

"The blanks. Chief? The ones 
we gotta get filled out? 
Why, here they are on your 
desk . . . all 267,739 of 
them." 

Efficient Agatha. 

But the Chief knew thot 
wosn't enough , . . for 
bustling, booming Mi- 
omi in 1950 boosts 514,- 
000 . . . over o half mil- 
lion consumers of over o 
holf billion d o I I o r s 
worth of goods ot retoil. 
It takes o big stotion to 
cover a big city and 20 
extra counties. It takes 
the stotion with the 
highest share-of-oudi- 
ence, the top network 
and local shows. Any 
prove it. 




CBS AFFILIATE 

MIAMI. FLORIDA 



—continued from page 2- 

Radio audience turnover 
builds circulation 

Magazines have been talking about their "audience" 
figures (not ABC circulation figures) — the number 
of different people who read a given issue of a 
magazine in a month. Unlike the magazine calcu- 
lation, radio listeners, most of them, have heard 
the same program two or three or four times in that 
month. This is the "turnover" factor. The CBS 
study "Roper Counts Customers" found that in 1940, 
17 individual programs on CBS alone had net audi- 
ences larger than LIFE'S total "monthly audience" 
(26,000,000) in 1948! The same study Showed: 

26 CBS programs had a monthly audience of over 

10,000,000 people 
19 had a monthly audience of 20,000,000 
12 had a monthly audience of over 30,000,000 
5 had a monthly audience of over 40,000,000 

Turnover 
sells goods 

The "turnover" concept is extremely important to 
advertisers. Roper showed that most people listened 
two or more times to the same program in the month, 
and that even the people who listen less than every 
week buy more goods because of the program. 

Listeners wrote 70,000,000 
letters last year 

The people's attitude toward radio is expressed in 
the way in which they correspond with it. Last year 
more than 70,000,000 letters (exclusive of premium 
and direct mail orders) found their way to spon- 
sors, networks, and stations. One of them to a 
network came from a housewife in Michigan and sums 
up what radio means to America: 

"My radio is my teacher. I am an ordinary house- 
wife with five little pairs of hands tied to my 
apron strings, so plays, concerts, books and news- 
papers are not for me, but thanks to my radio, life 
is not too hum-drum. 

"While mending, dusting or washing dishes, com- 
mentators and book reviewers keep me posted, or 
talented announcers intrigue me with quiz ques- 
tions. I am constantly learning. Music, all kinds 
— and I have my choice. 

"Wonderful to enjoy all this with little effort. I 
sincerely believe that God has led man to develop 
radio to use as one of the most powerful forces in 
shaping his destiny." 
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WCAO has 

the biggest audience* of 



any radio or television 



station in Baltimore! 



*Hooper Station Audience Index for the City of Baltimore, 
November -December, 1949; Total Rated Time Periods. 



The Voice of Baltimore' 



CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 
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Tlio 
PiokcMl 
aiisuors 
Mr. A lira HIS 

\ ( () II 1 i II 11 i II <r 
scrio of cliiiiral 
i«1 ijflics of radio s 
(»ITecti\ ('Mf*;;^ for a 
\ai'i('t\ of t\|)f's 
of ha^ic advor- 
li<ci> food, (li iiir. 
clolliiiig. furiii- 
tiin*. aiit()ino!i\ o, 
etc. . . . 

Mr. Pellegrin llldu.s|r\ sup- 

|)orl for the l)osl 
iiiodfrii radio Icxthook at tlic Iii<ili 
school Ic\(d. to train the next jiciicra- 
tion of a(l\ f-rl Ising people . . . 

A r('\i\al of H.Ml! or it^ equivalent, 
to pro\ ide .'-tandard. uiiiforin rcsearcli 
on «// l)a>ic pliase.^ of radio rallier llum 
just one side of the iii(ln?-ti\ . . . 

\ii iiidnstrx (lri\e to stoj) the (hi.sei 
deal, the j)er-in(|nir\ racket, deslriictixe 
rate-cntlin<: and internecine cut-throat 
< ompetition anions; stations . . . 

\ j^oleniii pai t ainonj; all radio i-ta- 
tioii-. networks, reps and others to sell 
radio, and if die\ feel a <-ompelliiif; 
iirjre to coinpele. to take il out on oUiei 
a(K crtisiii<r media . . . 

\ campaign lo enli'-t the same >n|)er- 
lati\e coopei alion from oIIhm retail 
tiade associations a^ is. now heiiig 
gi\en h\ the \ . . . 

I'crrrifincnl support on an (iniiiiiil 
ha^is. e(|nal to that gi\en tlii> pa~l 
\ear lo the \IM!a«lio I're^enlalion. for 
the iiidii-tr\ inosi vital and eiiergeti*' 
organization lodas llie l!\l) ... 

\ drive to enlist closer and perma- 
nent i)ai licipalion of all ollwis who 
li\c in whole oi in ])art olT the radio 



3f r* Sponsor asks. 



••Ill iiddilioii to IJC;ilTx\l\C; THAT TAI>KS. yvhni vitn 
lio flcMio !<» Iit'lp .sell broafli'iistiii^' <i.s <iii ot'i'i'etivo 



sidvorlisiii^' in od in in?' 



George J. Abrams 



Advertising Manager of 

Block Drug Inc., Jersey CHy, J. 




Mr. McGIII 



iiidustr\ — program pvoduciiig coni- 
panies. record manufacturers, music 
lihraries, new s ser\ ices, set iiianufao- 
turers. and even the radio departments 
of advertising agencies . . . 

i'eabodv awards for the best com- 
mercials of the ) ear . . . 

/ ice-Picsidi'iil 
Tniris:/ Radio Inc. 
A CK ) ork 

LlG'rlTN 1 XC; 
Tfl \T T\LK> 
is an excellent 
springboard for 
radio a woii- 
dci ful ojiporln- 
iiit\ for the iii- 
dustrx to increase 
its tempo. How- 
ever, to maintain 
its ( on t i lui i iig 
|>rogress. the ra- 
dio people and i)a rt icularlv the local 
stations must make plans for a follow- 
uj) jironiolion. 

1 have no doubt that the Ml-ltadio 
I'resenlatioii film will generate a favor- 
able state of mind for radio. It is up 
lo the hmidreds of stations all over the 
comilrv to maintain this condition. 
I his can onb be done bv a coiil inning 
series of proiiiotions desigiHMl to show 
bMsincssmeii. be tliev radio acbcrliscrs 
or iion-ad\ ei tiscrs. tln^ benefits of ra- 
dio as a "sidling medium. 

In the future. wUo] aiiv salesman 
goes to sell he should have a pliniied 
presentation readv to show to people 
v.ho have s,>cii th<> film. He must ?.how 
bow program and lini'' can b(> liai- 
nessed to the |)articular a(b ei tiscr''- 
pnrpose. Radio is. a v(>rsatile. powei- 
fnl and persuasive^ inediimi and the 
ad\eitisei v\ho doesn't nse radio must 
be .s||,,\\ii what radio ( an do. 



Radio can sell and it can serve. It 
is up to the indu>lrv lo prove it. 

\V. r.. McCiLL 

Advertising d' ^alcs Proinolioii Mgr. 
ir cslinglioiisc Radio .'^lalioiis 



Pliiladelpliia 




The job to be 
done is to resell 
evervone on the 
gigantic power of 
radio as an ad- 



V ertisiiig medium 



f 

, * V*^ and to sell it to 

\ ^^^M those who have 

/|rjH,_^^^^^H not 1)een sold be- 

Wl2^^H fore. 

Mr. Hammond M ^ TH AT 

TALKS will help 
but it ean"t begin to do the job 
alone. It must be merchandised to 
all as a backdrop for individual 
presentations bv networks, spot radio, 
individual stations. representatives, 
etc. Of course, the storv of the film 
.should be told in booklet form as 
jdamied . . . and given the widest circu- 
lation possible'. In addition, the iiet- 
v\()rks must rontinue lo sell radio hard 
in collaboration v\itli agencies and all 
other interested groups. BAI5 must 
furnish a constant llov\ of success 
stories. The industrv geiieralK sia- 
tloiis and probablv networks must 
((Verliaul their thinking about point-of- 
sale merchandising of radio programs 
because il is vital to tln^ success of a 
sli()v\ once it is on the air. The pro- 
gram people must also o\erhaul their 
ideas iibonl program le< linicpies to 
inecM (dianging conditions and coiiipe- 
litioii. And. finallv. the industrv should 
( oiiceni rate on doc nmenting the sales 
elTcc tiveness of radio. \ll fa<'tors 
should gel b(diin(l this enorinouslv iin- 
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jjortant project which probably shouhl 
he coorchiialed by one group. 

ClIARLKS HaMMOM) 

y ice-President 
MiC 

Sew York 



Fo sell hroadraj^t- 
ing as an elTer- 
tivc advertising 
niediiiin. ue be- 
lieve the individ- 
ual station must 
approach the 
problem in a 
manner specifi- 
cally designed to 
assist both adver- 




Mr. Weil 



in directing their advertising to known 
individuals rather than trying to reach 
the unknown mass audience. Stations 
must present authentic basic facts 
obtained in the field as to who lis- 
teners are, where they live and shoj), 
what they earn, spend and buy. what 
they like and dislike and what they 
plan for tomorrow. Up-to-the-minute 
information on defined listener groups 
combined with merchandising assis- 
tance eliminates costly guesswork. 

By providing this extra service for 
advertisers and permitting them to 
purchase time based on established 
facts, we can help sell broadcasting as 
a more effective advertising medium. 

Ralph IS. Weil 
President 

Radio Station W'OV 
Sew York 



At the very incep- 
tion of the All- 
Radio Presenta- 
tion hack in 1947. 
it was felt by the 
original group 




i that the proposed 
.1 fil, 



J filmLIGlITNLNG 
THAT TALKS 
should not be the 
only joint effort 
Mr. Kenway undertaken. 
Having brought all elements of the 
radio industry together on an initial 
project, it seemed reasonable to sup- 
pose that some continuing activity 
would be in order. 

It is true that LIGHTNING THAT 
TALKS is more than a one-shot j)ro- 
niotion. After initial showings across 
the country, city by city, under th(> 
sponsorship of local station groups 
there will be, 1 hope, intense activity as 
presentations are made by individual 



Watch the 
New WDSU 

Sponsors in New Orleans 
Have "Seen the Light'-ning 



Over 60 leading local firms and nnore 
than 45 national advertisers "saw the 
light"- ning during the past year and 
beconne new WDSU sponsors. 

While pioneering TV in the Deep South, 
we are ever nnindful of the continuing 
innpact or radio and have greatly Increas- 
ed our AM facilities: connpletely new and 
up-to-the-second radio studios will soon 
be In use. 

WDSU is building a greater future for 
both AM and TV In the South's Great- 
est Market] 



Ask Your JOHN BLAIR Man! 




sooo 
* 




EDGAR B. STERN, JR 
Partner 



ROBERT D. SWEZEY 
General Manager 



lOUlS READ 
Commercial Manager 
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stitliuns to individual ))rospc*cts a 
great luanv of ^vllom 1 also ho})c will 
l)e roiu erns who have never use<l radio 
as an ad\erti>iiig medium. 

Hut after a certain period of time- - 
perhaps six or eight months - will 
< onic tlie need for new and eontinuiiig 
promotion. 1 lliiiik it is not too early 
to start makiTig our plans now for tliat 
jieriod in the latter half of 1950. 

h ou Kknway 

/ icc.-P resident 

American Bron/lcasting Co. 

Xew ) ork 




Mr. Barnes 



ll may seem 
strange to lake an 
ohjective look at 
the question of 
how to sell so 
well proven an 
achertising med- 
ium as radio at 
so late a stage in 
the game . . . it's 
almost like telling 



a Not re Dame 
foothall team how advantageous it is 
to "go out there and win." Hut as foot- 
hall has progressed a long distance 




According io the 

U. J. Oeporimeni of Commerce, f/ie nofiono/ 
merchondiser wi// find o good morkef In this oreo. 
The diversificofion of Industry is brooder thon might be 
imogined ond poyrol/s ore prosperous.* 



NNKNI> saturates tliis steady, Krowinn 3- 
QUAKTER BILLION DOLLAR MAUKKT 
wli.ri' EFKECTIVK BUYING INCOME. RE- 
TAIL SALES, and POPULATION (the fij,'- 
nrcs .VDU live by!) eontiiuie to ^mw at a rat<' 
wliieli ex<e«-ds both state ainl nation! 

NNRNL's 50-t.«-l(>0% HMB coveraKi- of. this 
3!)-«ounty area nn-ans hi>,'h - powered sales 
impact in nr),(j30 radio lionies — and the la- 
<ilitii-s of NVUNL's iiia(;nifieent Radio Centi-r. 
•Mieompasslnn the very last word in t»-eliiiieal 
e<|iiipnient and construction, stuffed witli 
competent, trained personnel. Kive yon the 
I'INEST in <|nality of broadcast I 

'New Puhlirfition. "Counti/ liusitirss Puttcrns." hi/ 
Ojfirc oj Doinrstie Covtnirrec. 



SeW-WAtT ABC 





RICHMOND, VIRGINIA 

RCPflEStMTEB lY EDWARD fETftY t C0. 




Irom the "Ihiiig W(>dge days" so has 
radio advertising metamorphosed to 
what it is today, and it deserves a re- 
inspection hy everyone in the industry. 

Radio advertising today must be 
sold in the strictest of business-like 
terms. With the wide-spread accept- 
ance of advertising and market-analy- 
sis techniques applied to this medium, 
the simjde passage of time and the 
incursion of achertising's new glamour 
girl, television^ radio has ceased being 
the darling of the well-heeled s})onsor. 

This all reduces radio to a compara- 
tively even footing with the other me- 
dia. W ell, where s broadcasting's plus 
factor? It's in dealer and point-of-sale 
merchandising and promotion. 

Many times in the past year I have 
known of decisions in favor of radio 
and in favor of one station or network 
over another where it was not so much 
wattage, BMR studies, production fa- 
cilities and the like that clinched the 
deal; rather, it was the amount and 
kind of merchandising and promotion 
assists guaranteed by the station or 
network. This is the new dimension 
in radio advertising; coverage and 
})rogram is no longer enough ; more 
must be done to clinch sales. WLW. 
Cincinnati, was a pioneer in this |)lus 
service; a casual examination of their 
available time for sale is })roof enough 
of how im})ortant this service becomes 
Io advertisers. 

K(H:ently. in behalf of our client, 
Helbros Watches, we contracted for the 
"Uicliard Diamond. Private Detective" 
program, starring Dick Powell, over 
i\BC. Many fme program properties 
and good time segments, all at the 
right price, were offered to us. What 
decided us in favor of "Diamond" and 
"VBC^ was the terrific merchandising 
and })romotion campaign we were able 
to set-up through M5C and Powell. 
Not only will the network give a con- 
sistently heavy irational push, but they, 
with ns. are themselves going to pro- 
mote to the dealers and the consumer, 
as will each of their member stations 
on tlu; local lev(d. 

Of course, a watch is a product ad- 
mirably suited to this kind of treat- 
ment; but there is no ad\ ertisable 
})roduct in existence, from corn flakes 
to Alsatian saddle-soaj), that won't 
show a noticeable sales bump with t]i\& 
hind of coordinated advertising. 

IIoWAIlD G. H.XRNKS 
Vice President 
Radio it Television 
Dorlantl, Inc. 
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MUTUAL 



WLEC 



1450 KC 



ONE OF THE GREATEST LITTLE STATIONS IN THE NATION! 



99.8 

RENEWALS! 




PROMOTION! 

POPULATION 
COVERAGE! 



PROGRAMING! 



MON. THRU FRI. 


WLEC 


A 


B 


C 


D 


E 


8 TO 12 NOON 


41.6 


29.2 


15.9 


8.5 


0.8 


1.5 
1.6 


12 TO 6 PM 


48.5 


" 25.3 


12.4 


6.1 


2.1 


6 TO 8 PM 


35.9 


31.1 


11.9 


10.4 


3.0 


2.2 


8 TO 10 PM 


26.1 i 38.2 


18.1 


6.8 


2.0 


2.0 



WINTER 1949 HOOPER INDEX 



JUST ASK EVERETT-McKINNEY and learn 

ONE OF THE GRANDEST VALUES IN 
RADIO ADVERTISING TODAY! 
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Laic ill ID l() >i'c)\sc)R liopctiilly piiljlislictl tlic 
iirst issue of a uiii(|iic magazine (le\()tecl 100% 
to lielping achenisers and ach'ertising agencies 
appreciate. e\'aliiate. and efrecti\ely use radio 
and tclc\'ision advertising. 

Every year since its inception .si'onsor has 
issued a report to its readers descril)ing its 
stale of healtli, its gro\vtli. what it has done, 
what it intends doino". ANHien a maoazine scr\'cs 
an industry we belie\'e tliat its readers arc en- 
titled to such information. 

Here\vith arc some facts of particular interest. 

As of the issue of 30 January, 1950. sroxsoR 
had published 4.424 pages. Of these. 7 14 pages 
were printed in the first year. 1494 pages in the 
second, 2186 pages since. 

iVboiit 53% of the total linage has been dc- 
\'oted to editorial. 47*^'j, to ad\ertising. 

SPONSOR started whh a stalf ol eight. One year 
later it had t\vel\"e. Tochn it has twenty. 



I 









SPONSOR began its career as a monthly. \\'hen 
the need for more fre(|uent publication became 
apparent ii shifted to bi-weekly operation 
l^every-other-Monday) , a schedule that it has 
maintained since the beyinninsr of 1949. 

Simultaneous with going bi-weekly, sponsor 
was granted second-class mailing privileges. In 
slightl)- over two years sponsor has succeeded 
in converting considerably more than 50% of 
its guaranteed 8,000 copies to paid circulation 
— at the highest sidjscription rate in its field. 

Today sponsor has more paid subscriptions 
among national advertisers and agency execu- 
tives than any odier trade publication devoted 
to radio and television. It has more than twice 
the total advertiser and agency circulation of its 
nearest competitor. 

During the problem-rift year 1949 sponsor's 
opportunity to serve the broadcast attvertising 
industry hit its full stride. Before the Hroad- 
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cast Advertising Bureau became a reality spon- 
sor editorialized time and again on the urgency 
of an industry promotion-and-selling bureau. 
The Big Plus, Radio Is OetLing Bigger, Let's 
Sell Optimism (adopted by hundreds of sta- 
tions and reprinted by the tliousands) were 
created and publislied during 1949. sponsor 
aimed its "pictorial ized facts-and-hgures tech- 
nique" on tnnely subjects. In addition to its 
regidar issues it produced, during the year, the 
Summer Sellinsr Issue, Fall Facts Issue, NAB 
Evaluation Issue, 99 \ \ Results (three print- 
ings) , Farm Facts Handbook. 

These are some spo.nsor contributions, o\er 
and beyontl its normal activity, to its readers. 

We belie\"e that sponsor's growth is in ])ro- 
portion to its fidlillment of outstanding indus- 
try ser\'ice. 

In this crucial year 1950 we l>elie\c that 
sponsor is on the road to greater achiexemenL. 
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WWIBIL 

NEW YORK 

WILL BEGIN OPERATION 



on 



5.000 WATTS POWER 
ON OR ABOUT FEBRUARY 15 



WWRL delivers its selling signal to 9,005,442 potential 
buyers in the rich, greater New York. 

WWRL covers America's Greatest Buying Market at the 
Lowest Cost. 

WWRL specializes in foreign languages and the Negro 
market. 



1600 

'The HIGH Spot on the Dial" 



PREMIERES 

{Continued from page 43) 

be widel) pulilicized. 

Joint slio\vin<is are scheduled in Ma- 
con and Colund^u^i, Ceorjiia, and in 
Cedar Rapids, Iowa. 

No audience will be left untapped 
b\ sub^icrilters. Many stations are 
placing prints in libraries and univer- 
sities (jn tlie theory that the student of 
today is the ad\ertiser of tomorrow. 

To insure safe and punctual delivery 
of liie film to subscribers, BAB has 
hired Modern Talking Pictures; this 
outfit will work out distribution. 

BAB's Maurice Mitchell and his sec- 
retary, Virginia Rolls, got things roll- 
ing i)y telling MTl^'s executives about 
presentation dates of subscribers. 
M IT* determined the numl)er of prints 
to he placed with each of its 26 film 
exchanges: these are located in the 
major L'. S. cities. In are-as where 
the demand for prints was heavy, the 
exchange nearln re<'eivcd many films 
and vice versa. 

Subscribers who need both a print 
of the movie and a projector can get 
help from Modern, llie firm has 160 
projectionists hx-ated in various 
parts of the country. The projection- 
ists will provide projector, screen, and 
print at the designated place and time. 
Mitchell has urged subscribers to make 
use of these ser\ices. cautioned them 
against hiring amateur projector op- 
erators. \n interrupted showing due 
to some technical mishap can ruin an 
entire presentation. 

.Subscribers who have their own 
proj(H"tor and screen ecjuipment, or- 
dered prints of the movie only. Prints 
are sent to subscribers from the near- 
est exchange. When subscribers con- 
clude their premieres they return the 
film to the exchange. There it is 
cleaned, inspected (see pictures) and 
then sent on to the next subscriber. 

The overall success of LICHTNINC 
Til \T TALKS, explains Mauri<e 
Mit< bell. de|)en(ls on the consideration 
and cooperation of all the subscribers. 
Late film returns mean cancelled pres- 
entation dates. 

.Should a subs< riber fail to return 

ill film, or lose it. BAB has reserve 
prints available. L1GHT\I\G THAT 

TALKS is the industrvV most impor- 
tant selling tool to date. And every- 
thing possible is being done to make 
sure subscribers can use it on tinier 
and in the right atmosphere. 
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Chicago's BEST 
50,000 Watt BUY 



A MARSHALL FIELD STATION 
REPRESENTED 
NATIONALLY BY 
AVERY-KNODEL 



30 JANUARY 1950 
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Lanff'Worth Member Stations 
to Share in Rich Bonanza of 
Sponsors^ Gold during 1950 



A Nalion-wide survey, just completed, conclu- 
sively proves that advertisers and agencies are 
supporting Lang- Worth's plan to increase local 
station income. This plan, initiated July 1947, 
was designed to promote a greater use of the 
Lang-Worth Library Service among advertisers 
and agencies — to facilitate the use of this service 
over Lang- Worth member stations and capture 
advertising money that heretofore was directed 
to local newspapers and other non-radio media. 

inO% IIOLI.AK liXC'ltKA^^E 

According to signed reports from Lang-Worth 
station members, advertisers and their agencies 
spent S3,52 1,430 during the 12 months of 
1949 sponsoring Lang-Worth pro<luction pro- 
grams. This represents an increase of 160% 
over 1947, the year the plan was started, and 
66% increase over 1948. 

Reports from member stations and interviews 
with agencies all point to a still greater com- 
mercial use in 19.^0, making the estimate of 
$5,200,000 most conservative (see graph). 

5 7 a STAT lows rOLLKII 

The figures use<l in this statement are based 
upon signed reports reeeive<l from I^ng- 
Worth stations (92% of the total). Every type of 
station was represented. From 50 KW's in 
major markets to 250-watt outlets in suburban 
areas. 5.5% were network, 45% independent. 

I feel it important to eui|)liasi7,e that this 
slatenicul is restricted to income received solely 
from a special group of shows conceived and 



written by our program department and made 
available to advertisers and agencies for spon- 
sorship over Lang-Worth member stations. It 
does not include several million dollars of 
additional revenue from participating and disc 
jockey programs built from the Lang-Worth 
Library by the member stations, but not re- 
ported in this survey. 

The Lang-Worth shows included in station 
reports were: The Cavalcade of Music, Mike 
Mysteries, Through the Listening Class, The 
Emile Cote Glee Club, Meet the Band, Riders 
of the Purple Sage, The Concert Hour, Blue 
Barron Presents, Keynotes by Carle, The 4 
Knights, Drifting on a Cloud, Salon Serenade, 
Airlaue Melodies, Pipes of Melody, Time for Va 
Time and Your Community Chapel. 

WHY «5-00<!K000 FOil '50 

The normal trend of advertisers toward an 
accelerated use of Lang- Worth Service during 
the past .3 years (see graph), coupled with 
''iuner-circle" reports from advertising agen- 
cies and station representatives, more than 
justify the statement that ".S5,000.000 for '50" 
is a modest estimate. 

However, l>ang- Worth will not sit by com- 
plneently and rest on yesterday's laurels. Rather, 
we are now geared to use these success records 
as the impetus for an even greater effort towards 
fiiiniling tomorroM'^s prophecy. 

Lang-Worth Program Service will be still 
more attractive to advertisers in 1950. New and 
outstanding name talent is making our present 
production programs even more inviting to 






sponsors' gold. New IDEA programs, half-hour 
and 15 minutes across-the-board, with separate 
voice tracks and personalized announcements 
are in the works . . . plus an abundance of 
production aids and gimmicks which are made 
possible only through the amazing NEW Lang- 
Worth 8-inch Transcription. 

NEW 8-lXCH TRANSCRIPTION 

Advertising agencies have a reputation to pro- 
tect and must exercise extreme caution when 
recommending a product for their client's use. 
The NEW Lang- Worth 8-inch Transcription has 
received the enthusiastic endorsement of every 
advertiser and agency who attended the special 
auditions held throughout the country. 

Beginning April 1, 1950, all Lang-Worth 
member stations will be equipped with full 
service of the NEW Lang- Worth 8-inch Tran- 
scription. Not only is the product superior in 
tonal fidelity . . . not only is the signal to noise 
ratio greatly increased, but now, for the first 
time, agencies can guarantee to their clients 
brand-new, crystal-clear transcriptions. Now, 
for the first time, agencies may recommend 
with complete confidence a still broader use 
of the Lang-Worth Program Service. 

$5,000,000 for '50 is a pushover! Personally, 
I anticipate a 100% dollar increase in 1950 
over 1949. 




C. O. Langloit, Prtsident 



llANG-WORTH 

FEATURE PROGRAMS, Inc. 

113 WEST 57th STREET, NEW YORK 19, N. Y. 
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HELL NO! 

We Don't Make 
Preposterous Claims 

. . . but here are a couple 
NOBODY else can make: 

1. More people who dial 

1280 in 

KO( lll^^ l 1.11 

get WVET than any 
other station. 

2. We are the Number 1 

Mutual Station 
in the entire city of 

ito( ii]<:.STi:it 

P.S. We've got dozens of 
others, too. We'd 
like to tell you about 
them sometime. 

The Eager Beaver Station 
In Rochester 

WVET 

5,000 Power-Full 
V/HATS! 



ME TOO 

[Continued from page 45) 

(see SPONSOR for 12 September, 1949) 
had not been made. WAIT coiiiuiercial 
niaiui'ier Lewis Van Nostrand had no 
controlled experimental evidence to 
show (as the Lazarsfeld study later 
I did) that radio commercials have a 
I decided edge over news]>aper ads in 
their power to get attention, inspire re- 
mend)ranee and liking, etc. But he did 
have plenty to say about the flexibility, 
^ fre(|uency. and impact of radio as re- 
vealed by WM r success stories. 
I Drake had never used radio. He 
wasn't convinced. 

But the Gazette suddenly found it- 
self reaching for a hot ])otato. The 
theory behind ME TOO was that no 
other food store could undersell Drake 
— lie would say "me too" to any ad- 
vertised price. This was to be the 
' theme of the small boxed-type ads with 
which he proposed lo herald his open- 
ing. The Gazette, mindful of other 
food accounts, said "Not us." 

As a result the big supermarket 
opencfl almost colfl. Five one-minute an- 
nouncements on WAIT (cost then about 
$40) with about the equivalent amount 
of space in the Gazette comprised the 
pop-gun o[)ening announcements. 

That was enough to bring people for 
a look at the new store, and for the 
next nine months Drake, with the as- 
sistance of Witwer, relied on smart 
merchandising and wonl-of-mouth ad- 
vertising to spread the word about ME 
TOO shoj>j)ing advantages. 

In May, 1939. WM'P convinced 
Drake that he could vasth strengthen 
ME ']"00 sales by a regular schedule. 
Drake decided to start wiUi five 100- 
word announcements a week. 

The copv ex])lained the store's name 
and sold an occasional special. From 
the very start the s])c<'ials zoomed store 
Iraflic. Overall sales were always up on 
"sj>eciar' days. In addition to making 
new customers, this was a basic aim of 
the "spetiial" idea. 

Within a few weeks Drake had no 
more doubts that the impact and mem- 
ory value of the spoken word could 
m()\e housewives to his sales floor — 
literall) in droves. He was readv to 
accept the station's next recommenda- 
tion when it came. 

The station believed that a ME TOO 
program lo which bonscnvives could 
listen at flic same tini<^ of dav, week 
in and we(>k out. would hel]) establish 
the business as a personality. And it 
would cultivate regular listening. The 



vehicle chosen was "Crimson Trail," a 
transcribed clilTliaiiger ])roduced by C. 
P. MacGregor. "Crimson Trail,"' fea- 
turing ex])loits of the Canadian "Moun- 
ties ' was aired Monday, Wednesday, 
and Friday, 5:30-5:45 in the afternoon, 
until the end of 1938. 

By this time Drake had thoroughly 
tested his fornmla for the "radio spe- 
cial." It was an instrument destined to 
make ME TOO No. 1 perhaps the larg- 
est single grocery store operating be- 
tween Chicago and Denver. It buih 
two additional supermarkets in Cedar 
Rapids and a third in nearby Alarion. 
Iowa. It lifted Drake s five older stores 
from so-so ojierations to highly ])rofit- 
able producers (their potential doesn't 
warrant expansion to supermarket 
status) . 

ME TOO No. 1 now grosses over 
$1,000,000 a year and the three other 
supermarkets average close to that. 
Drake's Store in Blairstown (popula- 
tion 500), and the outlets in Marengo, 
Belle Plaine, South English, and Wil- 
liamsburg. Iowa, together gross about 
$1,000,000. 

riie secret of the daily radio special 
was, and is, to make certain that the 
radio bargain represents a genuine 
money-sa\ing value. At the get-togeth- 
er of store managers in Drake's mod- 
est Blairstown oflice every Thursday, 
one of the (|uestions thrashed out is 
the next group of sp<?cials. 

The items are chosen as nmcb as two 
months in advance. Two weeks is 
about the least time in which a deal 
can be arranged. Individual store man- 
agers must have time to place their 
orders: radio cojjy pre])ared. etc. Sup- 
pliers in some instances need more 
than a few days' advance notice in or- 
der to make shipments. 

The late afternoon "Crimson Trail" 
made friends for the ME TOO chain 
and its associated stores. Its three-a- 
week messages made the daily spe<'ials 
the hottest grocery merchandising gim- 
mick in the chain's trading area. But 
Drake (hvided, at the end of 1938, to 
step up the tempo of his achertising 
{)ressure to six days a week. It also 
made stMise to spot his copy in the 
morning earlv enough to catch the fam- 
ily marketers before thev made up their 
lists for the day. 

WM 1 's morning s<dicdule included 
two 45-minute nmsical clock type pro- 
grams running from 7:15 to 9:00. 
These periods includc<l popular nmsic, 
time signals, tenip<>rature and weather 
reports, etc., and were conducted by 
{I'lense turn to page ()8) 
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There is one important conclusion that we at WINC 
would like to draw from our 25th anniversary 
which we celebrate this year. We have 
continued operating for a quarter century 
because we have continued to bring a solid 
value to our community and to our 
advertisers. 

This year, as in years past, we offer quality 
programming, quality merchandising assistance, 
and excellent coverage of the valuable Dayton, 
Ohio market. 



#/>J« . . . Our 2.141% 

miiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiiiii^ 
30 jANUARY 1950 
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ME TOO 




Utilizing WGY 10 years ago 
are using WGY today 
...reason? 



Represented Nationally by NBC Spot Sales 



Wl 



^ TELEVISION 

CHANNEL 4 



Serving Eoitorn Now York, Wei tern New 
England, Albany, Tray and Schenectady 



WliY 

A GENERAL ELECTRIC STATION 



\Cont\nued jioin page 66 I 

\\^\n ace iiioriiiiig ni.e., Ho\\d\ 
l^oheits. 1 lie pel■iod^< are sold in 15- 
iiiinute segments. ME TOO became 
sponsor of the u:30-<«:45 quarter-liour, 
beginning in 1939. 

A (lail\ deal often sells from a mini- 
mum of a thousand up to fi\ e thousand 
units. It isn't unusual, ho\ve\er, for a 
popular deal to sell nian\- more. 

For exam])le. last May an offer of 
three bars of soap for a dime resulted 
in o.4()() sales. Last November a Jell-0 
I special at a nickel a package brought 
I .^,700 sales. Sometimes a special pur- 
chase will enable Drake to run a hot 
radio special and come out very well 
fiiiancialb at the day's end. 

It is an absoluttd) unbreakable rule, 
however, to make no attempt to dilute 
the established \ alue and acceptance of 
the ME TOO radio specials by slipping 
an occasional fast one o\ er on the buy- 
er. This is perhaps the greatest single 
factor in the unbroken success of the 
gimmick over the years. 

A no\'ice \\'ould probably call the 
radio cop\ written in l)lairsto\\n bv 
Drakes assistant, George llaloujiek, 
"unprofessional." But Halou|>ek knows 
his listeners. His \ery direct co|)) is 
the kind often labeled "straight from 
the shoulder." 'i lie selling is hard, but 
the cop\ is direct talk about things 
houseui\es are vitall) interested in: de- 
tails on ])rice and qualit) : information 
on \\h\ the ME TOO and affiliated 
stores are good places to shoj). 

The station has the pri\ilege of edit- 
ing the copy, but as a matter of prac- 
tice the\ don't. Roberts, an announctM" 
with the "common-touch.'' often ad 
libs around the connnercial. i he pro- 
gram is also used to push some MI'j 
TOO label |)roduc ts. such as flour, cof- 
fee, and salad dressing. Sometimes a 
contest, or other promotional ginunick. 
i.-< used in this connection. '1 he meat 
and fresh \egetable depart nuMits are 
fre(pientl\ jinshed. Hut ue\er at the 
ex])ense of the radio special. 

All stores (lis|)hn the radio s|)ecial 
each da\ and use carnixal t\ |)e |)osters 
to tie in \\itii the \\ M i" ])rograni. At 
|)resent the (ledar Rapids Gazette has a 
contract for about fi\e or six inches a 
\\cek through the \ear. 

This s|)ace is n.--ed in \ arious \\a)s: 
institutional |)lngs: the radio special: 
other items, in most instances the small 
ads feature one good item each day. 
following a W'M'i' recommendation 
{/'lease tuiii to jiaiie 70) 
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We believe tliat a radio station lias a duty to its advertisers 
and to its listeners. We believe that, every once in a while, it 
is a radio station's duty to restate its principles, to review its 
purjiose for being, and to advise its advertisers and listeners 
of the company they are keeping. 

At W^GAK. our actions are governed by certain beliefs that 
we feel are important for the good of listeners and for the 
benefit of our clients. 



1. We have one rate rard. All \\ (»AK adver- 
tisers j)ay the same amount of money for similar 
services. And we do not aceept 1'. I. advertising. 

2. We believe that any attempt to buy listening 
l)y offering ])rizes as a reward is a deception not 
in the public interest. Our iiigh listenership is 
ereated and maintained through the exceptional 
enterlainnient and informational value of 
our programs. 

3. Every day, Cleveland's Friendly Station is 
invited into hundreds of thousands of homes in 
Northeastern Ohio. Therefore we strive to act as 
a becoming guest. No advertising matl(M". pro- 
grams or aimonncements are accepted wbi(;h 
would i)e offensive, deeeptive or injurious to the 
interests of the publie. 

4. We believe in fairness to responsible people 
of all con\'ictions. Those of dilierent religious 
faiths broadcast freely . . . and free . . . over our 



facilities. lialaneed controversicis arc aired reg- 
ularly without charge, "^ c practice freedom of 
expression without penalty to those whose 
opinions dilTcr from our f)wn. 

5. We believe that we serve our advertisers 
more effeelively by brf)adcasting no more than 
a single announeement between programs. 

* 

These are but a few of the princij)les by which 
W(jAH lives. For more complete inff)rmation. 
write for a printed copy of WCAU s code of 
operating rules and advertising standards, ll is a 
miide that results in listi;ner belief in us . . . and 
helps us to best serve them and our advertisers. 

And there are more of both . . . listeners and 
atlvertisers . . . than ever before. In 19 year^. we 
have grown from 500 watts to .50,000 watts. Our 
business in 1919 set an all-time record. 

If )ou are not advertising on WGAR. we in- 
vite you into the good conij)any of those who are. 



Radio — America's Greatest Advertising Medium 



50,000 WATTS W CLEVELAND 



Represented Nationally by 




Edward Petry & Co, 




30 JANUARY 1950 
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ME TOO 

^Continued from page f)!! t 

over ten year> ago tliat \>\ fealuriiij; 
one liol item day in. day out, week in, 
week out. inonlli in, niontli out. e\'en- 
tuall\ tlie peisonalil) of their opera- 
tion would get across. 

An ae<'i(lent sonietimes shows u[) the 
lle\i])ility and instantaneous impact of 
radio with startling ellwt. In 1948 
three carloads of fresh (Colorado 
peaches were held up se\eral da\s en 
route to (^edar Ra[iids. The fruit ar- 
rived so ripe that the juice spurted 
wlien Drake hit into it. It had to he 
sold in one da\ . 



What to do? 

Drake decided to jerk the canned 
heans (canned goods eoinpri.se most of 
the sjtecials) and suhstitute the peaches 
as the morrow's sjiecial. The live scene 
ac-tnall\ developed as suggested at the 
heginning of this story, liy noon there 
wasn't a j)eacli left in any of the Drake 
stf)res. Announcements on a single pro- 
gram a<'counted for this |ihenoinenon. 

i\iid liow did Hen Gradus and his 
IMPS camera hapjjen to he on hand in 
Cedar Raj)ids in lOlfi to fdm that 
s<-ene in front of No. 1 ? He wasn't. 

Hut hold on. 

It really happened as pictured in 
the fdm: and Gradus uas there to film 



THE SOUTH BEND MARKET MUST 
BE COVERED . . . AND ONLY 

WSBT COVERS IT! 



WSBT completi'ly covers this marker — and what 
a market! Its heart is South Bend and 
Mishawaka, two adjoining dries with a com- 
bined population of 1 57,000. The total 
population of the Soudi Bend market is over 
half-a-million, while 1948 retail sales 
totaled more than \\A\{-3.-hilliou dollars! 

In addition to its complete coverage of the 
South Bend market, WSBTs primary area 
includes another million people who spent 911 
million dollars in retail purchases in 1948! 

The South Bend market is one of America's 
biggest and best. It must be covered! It 

covered by one station — and only one. 
No other station, Chicago or elsewhere, 
even comes close. 






WSB'I' duplicates its enlin 
sihedide on WSRT-FM at 
no txiru coil to aJvtrlisnrs. 



5000 WATTS • 960 KC • CBS 
PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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it. The answer? Gradus went to Bill 
Drake in 1949. They put their heads 
together over the (juestion of filming 
an authentic response to a radio spe- 
cial. "\\ hy not make peaches the item 
again? ' asked Gradus. 

Again three carloads of peaches were 
disposefl of by noon, after being fea- 
tured just once (the morning of the 
sale I on the ME TOO musical clock. 
The camera caught not a staged scene, 
hut the action just as people flocked to 
Ml-] TOO after the special was aired. 

The Drake chain is operated from 
the same small back-store office with 
hand-crank telephone that he occupied 
before radio built him into a big-time 
groceryinan. 

Trusted lieutenants manage the in- 
dividual units. Their counsel in the 
regular Tluirsda) morning meetings is 
no mere formalilx . Weaver s long ex- 
l)erience as a successful wholesaler is 
given due weight in these counsels, but 
Drake is boss. 

Drake's pbilosopln of marketing 
food is basically simple: buying and 
selling at the right prices — plus smart 
radio. He spent about S3,0(K) on total 
advertising elc\en years ago. In 1949 
liis bill for broadcasting was about 
$6,500. Smart advertiser? ★ ★ ★ 



To Cover the 
Greater Wheeling 
(W.Va.) Metropolitan 
Market Thoroughly 
YOU NEED 

WTRF 

AM-FM 
Proof . . . 

Consult the Hooper Area Coverage 
Index, 3-County Area 1949, and see 
how well WTRF covers the Wheeling 
Metropolitan Market of Northern 
West Virginia and Eastern Ohio. 

Studios and Transmitter: 
WOODMONT, BELLAIRE, OHIO 

Represented by 

THE WALKER CO. 
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"HOME STATION" lfctf(£.2m(HtamL 




r 



For more than half the 
total radio homes in 
Michigan. 



For the most loyal 
listeners in Detroit. 



For the lowest rate per 
1,000 listeners in Metro- 
politan Detroit area. 



WEXL 



Phone Jordan 
46523 
Royal Oak, Michigan 

REPRESENTED NATIONALLY BY THE FRIEDENBERG AGENCY, INC, 



Liii^ 104.3 ^A•C• 



\BQ . . Americcis 




r In the long run, it's results that count . . . solid, 
measurable results that have linked these 
national advertisers to NBC year after year, together 
with dozens of other leaders now building u[) 
similar long runs . . . obvious elTectiveness that in 
1919 won 24 new network sj)onsorshij)S 
for NBC . . . busiest network in America. 
The National Broadcasting Company 

A service of Radio Corporation of America 
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on NBC for more than 20 years: 
The American Tobacco Company 
Bristol-Myers Company 
Cities Service Company 
General Foods Corporation 
General Mills, Incorporated 
Standard Oil Company of California 



National Dairy Products Corporation 
The Procter & Gamble Company 
Radio Corporation of America 
Sterling Drug, Incorporated 
Sun Oil Company 

on NBC for more than 10 years: 
Brown & Williamson Tobacco Corporation 



Advertising Medium 



• ' on NBC for more than 15 yearsi 
American Home Products Corporation 
B. T. Babbitt, Incorporated 
Colgate-Palmolive-Peet Company 



Campana Sales Company 

E. I. du Pont de Nemours & Company, Inc. 

Lever Brothers Company 

Lewis-Howe Company 



The Firestone Tire and Rubber Company Liggett & Myers Tobacco Compan; 



Si C* Johnson & Son, Incorporated 
Miles Laboratories, Incorporated 
Philip Morris & Company, Ltd.. hic. 



Manhattan Soap Company 
The Pure Oil Company 
R. J, Reynolds Tobacco Coni[)auy 
Skelly Oil Company 




theatre Guild on the Air 



During the past season, Theatre (mild on the Air reached a new peak in listener- 
ship. This is particularly gratifying (o all who have participated in attaining 
this goal. 

For our part, we'd like to lake time out (o say "Thanks" to the outstand- 
ing stars of stage and screen and all others who have helped us present full- 
hour programs of top-flight entertainment to our many new and old friends 
across the nation. 

We plan to continue (o present radio drama at its best — over the 164 
coast-to-coast stations of the NBC network. ^ \ \ 

UNITED STATES STEEL HOUR 
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PRUDENTIAL 

(Continued from page .").'?) 

In aflditioii to liniKlrcds of r;ise his- 
tories like these, I'rn luis other (lire<'t 
evidence on whieli to l)ase faith in its 
radio approacli. Several years ago tlie 
<-oni|)aiiy did a coast-to-coast surve%. 
asking 2.000 families to name tlie ra- 
dio program tliey regarded as tiiost 
educational. The "Prudential Family 
Hour," which was hasi<ally entertain- 
nieiit. had made sucli a good impres- 
sion that it came out second. Ohvi- 
ously. hy convincing listeners that 
your program is worthwhile, you go 
a long way toward im|>ressing them 
with the company's quality. 

A more recent and more extensive 
snrvev hv Prudential asked radio lis- 



teners which of the insurance com- 
|)aiiies had radio programs. Far more 
|)eo|)le knew ahout the two Pruflential 
programs than ahont the various |>ro- 
granis of competitors. 

In terms of sales raflio has ohvl- 
ously paid o(T as well. During re<:ent 
\ears Pru s sales have mounted stead- 
ily, and the company is pulling ahead 
of Metropolitan in some insurance cate- 
gories. Met, until the time Pru went 
into radio strongly, had led in sales 
for most t\pes of insuraiu e. 

Pruflential has heen making fast 
friends over the radio ev(;r since 1939 
when it went on the air as the first 
sponsor of '*W'hen a C\r\ Marries," 
Pru kept the soap opera for two years, 
then dropped it when it had alread\ 
huilt up a vast audience. 



Why y 

Sim|)ly hecause a soap o|)era, even 
if it has tears, and trouhlcs, and sex 
appeal, hasn't got what it takes to |)ut 
the right aura around the Prudential 
Insurance Com|)any. For. as Benton 
& Powles vice-president Michael Car- 
lock put it re«ently, "77/e whole pro- 
fCrant is the roinniercial/' 

Henton & Howies, as Pru's agenc\, 
got the com|)any into radio with 
"When a Girl Marries" as a starter, 
then suggested a shift in course toward 
a program with suhtler. richer over- 
tones: the ''Prudential Family Hour. " 
("Wlien a Girl Marries" soon found 
another sponsor, went on to hecome 
one of radio's most successful soaj) 
o|)eras. I 

"The Familv Hour"' starred Deems 



W-I-N-D 

Sd in CHICAGO 

IN TOTAL AUDIENCE 



24.7% 



15.8% 

n 



NET 
A 



NET 
B 



10.0% 



WIND 



9.8% 



U 
NET 
C 



8.7% 



NET 
D 



5.6% 



4.7% 



JULY THRU DEC, 1949 

6 AM-MIDNIGHT 

7 DAYS A WEEK 



LEADING 2 NETWORKS 
AND ALL OTHER 
INDEPENDENTS 



u 

INDEP INDEP INDEP 
2 3 4 



2.3% 



SOURCE: PULSE OF CHICAGO 



*THIRD IN TOTAL A U D I E N C E - F I R S T IN AUDIENCE PER DOLLAR 

WIND -CHICAGO • 24 hours a day • KATZ agency, INC, REPRESENTATIVE 
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Tax lor (. l.ulxs. Sv. ai thout. It ua.- 
a Suiidax afternotm -liou I ('I>S. 5:30 I 
foatiuiiig l)alla(ls and lijilit ()|)cia mu- 
si( for miil(llol)rou •.. ( ll- Hooper \\a« 
onl\ middliiiir. t()(». ll lioxered he- 
turni 0 and !! for \oar>. i In llic course 
of \ears llie |)ro<:rainV stars olianged 
|)ul its foniuit remained the same. 

Then, in the fall of last \ear. I'm 
made a lii^ switch. Drama re]jlaced 
the middlehrow mirsic. Ueasons; 



1. Li>lenin<2 was falling ofT: coni- 
|)eItion on that time -pot iiad siifJened 
since 1911 with a|)|)earance of other 
l)ijr Sunday programs; 

2. I iiere seemed to lie a trend in 
popular appeal louard dranuiti<- shows. 

In making the cluinge I'ru didn't 
throw its adxertising ]jrinci|jle- over- 
hoard. The new |)rogram, called the 
■"Family Hour of Stars." staxed (m a 
high entertainment level. ke|>t the same 



Whoopee/ we're coin' to 

WDAY'S PARTY.'" 




lake.^ ii.s Ttilciit 
Pitrnilp •"on the r<»;»K'" I'liiiiiei K ami 
llieir \vi\ es for miles arouii<l turn 
out in ;i g;:iy pjirly niootl. To qnotc 
<i reeent ratlio niagji/.ine arlieic: 

"WDA^ lias proinolcti its 
weekly 3()-niinnt<> Tnlviit I'n- 
rude until it is a regional |>lie- 
nonienon. . . . Viw many (peo- 
ple) it is the (irst live enter- 
tainment they lia\e e\er seen. 
. . . I'or others, it is the hig 
social e\t'Mt oC the season." 

W D.A ^ *s amazing popularity among 
tiie l{e«l Hixer \ alley's '"lamled geii- 
ti'y" is one oC the uondei's oC i*a«lio. 
lint there's a lot more to the slory: 
also gets the Iti^livst city 
llooficrs III the itntunt! What's 
more, hotli "ainlieiires''' have ;nei*- 
age I'.ITeetive Buying liieouies 'ssiw 
aho\e the national a%eragel 

\\ i"ite to U'' or a^k I'ree Pelei-s 
lor all the faeS ahout this lahiiloiis 
station : 




FARGO, N. D. 

NBC - 970 KILOCYCLES 
5000 WATTS 




time and i.etwork. Il pie.^ents adapta- 
tions of good |:)ia)s like "F.Iizaheth the 
Queen." ".Mar\ of .Scotland." and 
"W'inter^et." or of good hooks, like 
" ihe Oeat Gatfi)\.'" It (hie-n't go in 
for radio rejjroduction of Cecil B. De- 
Mille e|)ics or other such (lims\ Holly- 
wood fare. 

So far. llo()]3er ratings of the show 
have not heen high. But the\ are rini- 
ning 19 jjerrent over the last ratings 
of the niu-i'jal ])rogram. And it's hoj)e(l 
that the\ 11 run higher still as word 
ahout the program .-lowly gets arcjiuid. 

Those last three word.s. incidontallv. 
are significant ones in I'm ad\ertising. 
Pru commercials don t hit \ on w here 
\ou hreathe. The\ don t make \ou 
run to your nearest insurance agent. 
But slowly thej help the word ^el 
around ahout Prudential and attempt 
to hnild trust in the compan\ and its 
thousands of agents all o\er the L. S. 

Prudential has three ha.*ic commer- 
cial approaches: 

1. It exjjlains the \ arict\ of means 
h\ which in.-uraiice can pro\ide for a 
famil) s securil). descrihes the many 
different t\ pes of Prii policies and spe- 
cialized rider^^: 

2. It ex|)lain,s the \ aluable lienefit;- 
provided for in \ariou- contracts — 
urging present Pru policy holders not 
to oxerlook them. 

3. It huiids confidence in Pru 
agents hv explaining that tlie\ re hand 
picked, higiih trained. 

Late!), the comi)an\ has also started 
to take listeners behind the scenes, ex- 
plaining iiow Prudential works, llie) 
are told tiiat present rates for in- 
■^nrance would he impossible without 
I'rndentials business inxestments. 
The\ hear human interest stories about 
small businessmen who were granted 
long-term loans h\ Pru. Or how Pru 
takes polic) holders' mone\ and n<es 
it to \itali/.e tlu^ American econonu. 
[(Muling it out to -mall home builders 
and com|)ani(> clearing swain|)s for 
land development. H\ emphasizing 
that it- nioiic) gets out lo help small 
busin(>--nicn. I'm hel|)s build the im- 
|)re--ion that it is a kindK. warm com- 
pan\ rather than a distant institution. 

Since 1911 I'm has balanced il- 
Sunda\ afternoon program with a fi\(>- 
a-week. lo - minute morning show 
I MU:. 1 1 :30l . This show features Jack 
Perch, a whimsical and incredibK 
corn\ though likable singer and crack- 
(M'-barrel ()hilo'^()phei . Berth, whose 
\ oil e. e\eu when he's -])eakiivg. |)rac- 
{ Please liini lo page 7!!) 
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HOOPER proves WHIO AM-TV 

FIRST in the 



DAYTON, OHIO MARKE 



r 



IP ^jyj On the average, when sets are tuned to Dayton AM Stations, 3 
are tuned to WHIO for every 2 tuned to all other Dayton stations. 



Time 


Homes 
Using 
Sets 


WHIO 


Station 


WHIO 


Stations 
B £ C 


B 


c 


Total Rated 
Time Periods 


24.3 


31.1 


12.7 


8.5 


31.1 


21.2 



Hooper Station Audience Index October-November, 1949 



WHIO-TV has a bigger share of the TV audience than any other 
FIRST in TV station in the Dayton, O., market (32,000 TV sets in this market 

according to distributor's estimates, January 1, 1950. By the time 
you read this, there should be considerably more). 



Night 


B'cast 


Radio 


TV 


Share of TV Audience 
(Base: TV Homes) 


Share of Broadcast Audience 
(Base: Random Homes) 


Aud. 


Aud. 


Aud. 


WHIO-TV 


Stp. B 


WHIO-TV 


TV Station B 


Average 
Sun. thru Sat. 


35.7 


28.6 


7.1 


50.2 


39.2 


10.0 


7.8 



Hooper TV Sfafion Audience Index Evening 6:00-10:00 PM October-November, 1949 



For maximum results at minimum cost — for sustained listener loyalty — for faster 
sales and increased profits, join those in the know — buy WHIO-AM and TV. 



THOSE IN THE KNOW BUY 



Affiliated with 
the Dayton Daily News 
and the Journal-Herald 




WHIO-AM Represented nationally by G. P. Hollingbery Compan 
WHIO-TV Represented nationally by the Kati Agency, ln( 




Example ' 




A new advertiser, without previous 
radio experience, bought a participation 
on WIP's "Dawn Patrol" (1:00 A.M. to 
6:30 A.M.) ... and six weeks later he 
wrote his agency . . . 

"Our service department has picked 
up considerably and last week we sold 
four of the five cars we advertised ... we 
would like you to examine the possibility 
of ADDITIONAL RADIO TIME." 

Yes, WIP is . . . LIGHTNING THAT 
TALKS — profit! 



PRUDENTIAL 

{Continued from page 761 

tirall) hejis for guitar atx^ompanimeut. 
tompl(Muent.s the "'Family Hour of 
Stars'" porfectl}. He takes^ care of the 
lower brows for I'ru. was put on the 
air with tho special aim of reaching 
the thousand? of "industrial"' insur- 
ance huyers in the country (industrial 
insurance is the kind with weekly pre- 
miums payahle in amounts as small as 
a dime) . 

The Berch show has a Hooper of 
between 4 and 5. Add this to the ap- 
proximately 6 of the "Family Hour of 
Stars' and \ on still have what seems 
a relatively small audience. Rut. a 
Nielsen conihinatioii study shows that 
over a period of eight weeks, taking 
e\ery other week, the total audience 
reached by the two shows added up to 
53.2 percent of all radio homes in the 
entire countr\ . 

1 hat ain t ha\ . 

In fact, it s a sign the two shows are 
far more effective working together 
than a quick look at their raw ratings 
individually would indicate. The two 
jirograms show an audience duplica- 
tion of only 15 percent over the four 
alternate weeks referred to above, 
which helps account for the high total 
audience. And a high total audience 
o\er a period of weeks is more ini|3or- 
taiit foi I'm than for a soap company, 
which Inif; to dri\e its selling message 
home often and steadih. Pru wants 
lo deepen an ini|)ression. can do so hv 
reaching its audience from time to 
lime (at intervals of several weeks). 

I'm s radio iine^tment is relatively 
low in <-o>t. Benton Bowles has run 
se\eral sur\eys to deteiniine the rela- 
ti\e standing of I'ru's shows cost-wis(\ 
Of se\en non serial morning shows, 
the Jack Bcrcli program cost pc^r 1,000 
listeners was lowest. Among ten "in- 
slitutional' programs, tho "Family 
I lout' was second lowcsl in cost per 
1.000 listeners, ahead of the ■'Tele- 
phone Hour. ' " Theatre (aiihl." and 
"Ca\alcade of America" (the shows 
selected for comparison arc* those for 
which figures could he obtained I. 

Sponsor identificalion figures for 
the I'rn shows iwc also good. A Hoop- 
er sur\(■^ found that among the fi\c 
iiisnrance coinpaiu programs Jack 
IScrch was first and the "Fainilv llonr'' 
second in s|)onsoi' idenl Ificatioii. 

In |)ro|)ortion to the number of lis- 
i /'lease liirn lo pu^e t'O) 



WIP 





Mnsic Mutual 

Represented IVationally 
KIIWAIIII PETItY & CO, 
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If you 

SELL 

GROCERIES 

...here's dramatic news about a 

CONTINUOUS PROMOTION of KFI- advertised GROCERY PRODUCTS 
by SOUTHERN CALIFORNIA'S ^eadutf FOOD RETAILERS 

Los Angeles is the nation's second largest 
market for grocery products. Now, 50,000- 
watt KFI makes Los Angeles an even more 
fabulous market for its advertisers through 
the most dramatic tie-up in the history of 
Western food merchandising. 



(I 



WHAT IS IT? 



^/jp — , ..-3; 



KFI and leading 
I food retailers are 
'cooperating in a 
continuing pro- 
gram of KFI Val- 
ue Weeks. During each of these 
weeks one of these food chains 
will promote KFI - advertised 
products by pricing and mass 
displaying, by hefty point - of - 
purchase and newspaper support, 
by special sales meetings for 
supervisors and managers, and 
by a number of other individual 
selling devices. Each KFI Value 
Week will be heavily promoted 
on the air for the entire seven- 
day period. 




WHO BENEFITS? 

Everyone . . . the 
stores, KFI, and — 
most of all — KFI 
advertisers who 
will be assured 
continuous, powerful assistance 
throughout 1950. The stores will 
be stimulating the sales of all of 
KFI's local and national spot 
advertisers whose products they 
sell. This includes cleansers, 
tobacco products, and most con- 
fectionery items as well as foods. 





WHO IS PARTICIPATING? 

Already eight of the nation's larg- 
est grocery merchandisers are 
cooperating with KFI. Included 
are multiple store operators like 
Alpha Beta, Mayfair, Market 
Basket, Von's — known all over the 
country for their shrewd and pow- 
erful merchandising of groceries. 



WHAT'S THE COST? 

Not an extra cent for KFI gro- 
cery advertisers. This is a bonus 
for them — an effort on the part of 
KFI to make certain that there is 
a ring- up at the grocers' check- 
stands every time a KFI 
sales message enters a Southern 
California home. 



WANT MORE INFORMATION? 

We will be delighted to give you 
more of the details, copies of the 
point-of-purchase material, dates 
of the various KFI Value Weeks 
in specific stores. Just ask us by 
letter, wire, or in person. 



KFI 



50,000 waits • 640 kilocycles 
The los Angeles Stotion of NBC 
Represented nationally by 
Edward Retry ond Company 
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PRUDENTIAL 

\ Continued from jja^ic To I 

tellers, the Jack Benli slu)\\ <;ets a 
good mail response. Hercnth Bercli 
told liis niulit'iicc about a sifk voung- 
>t('r. urged tliat they write him ciKour- 
aging messages. 'I he child recei\ ed 
thousands of letters and made the front 
])age of the .\ei( York Dailv Aeirs ( a 
j)aj)er which know? a good bandwagon 
w hen it sees ones I . 

Taking ad\ antage of Hercb's ability 
to pull letters, Pru frerpientlv makes 



air offers on liis program. This pa,-t 
Christmas the conipan\ offered a book- 
let containing the words to Christmas 
carols. Some 45,0()() listeners wrote 
for it within one week. From time to 
time Fierch also plugs Pru's health 
booklets. Herch and the Family Hour 
together reeeixed a quarter million 
pieces of mail during 1949. 

W'Jiile the '"Family Hour" is aired 
on Sunday to make sure that It reaches 
a high percentage of men who are at 
bome. Perch's show has a workaday 
function. It catches the housewife at 



On the air in Scranton, Pa.— April 1 



WQAN 



operating in conjunction with WQAN-FM 



630 kc. 



John P. McGoldricIc 
General Mgr. 



Frank S. Blair 
Commercial Mgr. 



owned and operated by the 



her chores 11:30 every morning just 
when manv agents are making calls. 
In L1GHT\L\C THAT TALKS a 
Cedar Rapids. Iowa, agent is .shown 
gaining entr\ to a home where he's 
unknown by mentioning the Jack 
Berch show to a housewife, Mau} 
agents use this technique, though Pru- 
dential has no special sales strategy 
built around the sliow. (Equitable 
Life, on the other hand, provides 
agents with letters referring to their 
show which they mail out to clients 
prior to a call. Equitable in recent 
years has claimed that ten percent of 
its annual business is attributable di- 
rtH'tly to its show and this procedure.) 

I'm has its own smooth method of 
I using Berch for actual sales leads. 
When a honsewlfe writes in for a 
health booklet, it's a district agent who 
delivers it to her and not Uncle Sam's 
mail man. On occasion Berch himself 
goes out on the rounds with agents, 
shakes hands with Pru policy holders 
in their own bonu^s. After each such 
\ isit. Bercli sends an autographed p'lc- 
ture of himself. 

Leads Bevch |)roduces often end U|) 
as sales. Just how many each year? 
Pru ofHclals wish the\ knew but agents 
are busy |)eo|)le. don't have the in- 
stincts of census takers. They rareU 
write memos explaining how a sale 
came about. 

But apparently Prudential, under its 
ad\ ertising-w ise president Carroll M. 
Shanks, thinks radio does an effective 
sales and name-building job. Pru- 
dential spent about $1,800,000 on 
broadcasting in 1910 (81,000,000 for 
Berch. the rest for the FaniiK Hour). 
This is a good deal more than it spends 
on newspaper ainJ magazine advertis- 
ing condjinerl. 

In the \ears since Prudential began 
to stress radio ad\ertislng its sale> ha\e 
been going u]) con,-tantI\ . breaking 
|jast records. And in the \ear just past 
sales reached an all-time high (9 per- 
cent above 191!'. I. This fact more 
than an\ other is the clincher for Pru- 
dential in its judgment of radio s elTec- 
livene.-s. The} figured It would ojien 
doors and it has. 



* ★ ★ 



y;/.s7 as .si'o.NSOH iccnt to press there 
iras a rumor that I'm might drop the 
'TiunilY Hour of Stars." Indications 
are this move would he folloued by in- 
ception of another program with simi- 
lar ihinliing behind it; rru\s basic 
I radio phibisophy remains unchanged . 
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Paul W. Moreney, Vice-Pre».— Gen. Mgr. Walter Johnson, A»»t. Gen. Mgr.— Sole* Mgr. 

WTIC'» 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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RADIO BREAKS ITS SILENCE 

{Continued from page 39) 

appointed a subcommittee charged 
with this mission: to give radio long- 
overdue means for selling itself. 

The subcommittee consisted of Gor- 
don Gray of WIP as chairman; Frank 
Pellegrin of Transit Radio Inc. (then 
head of tlie Department of Broadcast 
Advertising of NAB) ; and Thomas 
himself. 

Gray's committee started work in 
December, 1947 and learned about the 
network project. A merger followed — 



probably the most important promo- 
tion development in the histon- of 
broadcasting. The argument that con- 
vinced the networks, and it wasn't 
hard to do since they were receptive 
from the first, was this: "We told 
them," in the words of Gordon Gray, 
"that if we sold radio well from the 
grass roots up. we'd be doing the job 
for everybody, for networks as well as 
small independent stations. If the lo- 
cal tire distributor, groceryman, drug- 
gist, and department store manager is 
sold on radio, that's all you need to 
keep the ball rolling for everybody." 



the Long Island story 



CONLAN RADIO REPORT 

SUMMARY 



BASIC CALLS 



LISTENING HOMES 



% OF POTENTIAL AUDIENCE 



Morning 
Periodi 



2,519 



477 



18 9% 



Afternoon 
Periods 



2,802 



528 



18,8 V. 



Entire 
Survey 



5,321 



1.005 



18.9% 



DISTRIBUTION OF LISTENING HOMES AMONG STATIONS: 

A" NETWORK 50.000 W. 26.4% 25.6% 



WHLI 



"B" NETWORK 50,000 W. 



■C" NETWORK 50.000 W. 



D" NETWORK 50,000 W. 



OTHERS-FM-TV 



24.1 



11.3 



17.2 



9,7 



11,3 



24.6 



8.3 



19,5 



11,8 



10.2 



26.0% 



24.4 



9.8 



18,4 



10.7 



10.7 



Survey Peiiodi; Sunday through Soiurdoy— 8:00 A.M. to 4:30 P.M. Hemptteod, Ne« York. 



THE 



VOICE '"NG ISLAND" 



Following this merger, the entire 
radio industry was ready to start sell- 
ing itself, after many years of silence. 

Just why was this vital step taken in 
1947 and not in 1940 or 1937? Wliat 
finally made radio's far-flung and oft- 
en antagonistic elements finally get to- 
gether? The answer isn't simple. But 
basically, the All-Radio Presentation 
has come along as a natural outgrowth 
of the industry's maturity. 

For a quarter of a century, from 
1920 on, radio grew like Topsy. The 
attention of station managers was fo- 
cussed on FCC regulations rather than 
on sales; they spent far more time 
in Washington than they did in \ew 
York and Chicago, where new busines.s 
came from. Despite this, their stations 
prospered. Sales came almost spon- 
taneously. Industrywide promotion 
could wait for tomorrow. 

But after the war the FCC adopted 
an expansion policy, licensed hundreds 
of new stations quickly. For estab- 
lished stations all over the country that 
meant a smaller cut of the pie and a 
decline in profits; the industry's peri- 
od of painless growth was over. It 
wasn't surprising, therefore, that by 
1947 there was strong feeling for an 




WINSTON-SALEM. N.C. 

Is the Leading 
Industrial City 
in the South 

National Rep: The Wallcer Co. 




NORTH CAROLINA 




ItOO on your 
WHLl-FM 98.3 MC 

HEMPSTEAD, LONG ISLAND, N-Y. 

ELI AS U SODO^J^LlSiSS^^^M 
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REPORTER • SUPER SALESWOMAN • AUTHOR 




"The First Lady of Radio" 



In addition to her NEW YORK broadcast ... NOW BRINGS THIS 
NATIONALLY KNOWN PROGRAM TO THE MIDDLEWEST ON 



WGN 



9:15 10:15 A.M. 

MONDAY 
thru FRIDAY 



Now, your products can be sold by Mary Margaret McBride in the great WGN 
listening area. Her 15 years in radio have been years of radio's most successful 
selling . . . See what her sponsors say: 

• "In my entire twenty years' experience as president of an 
advertising agency, I know of no sponsored program 
that can accomplish such phenomenal results." Agency 

• "Nothing we have done has produced such widespread and 
favorable general comment on the part of both consumers 
and dealers, as our association with you." Sponsor 

• "Since you started broadcasting, our sales have pretty nearly 
doubled. Our increase one year was better than 65%." — Advertiser 

IN OTHER WORDS: IT'S RADIO'S MOST FABULOUS PROGRAM! 

Participations in the program are limited 
Call your WGN representative for complete details today 



j4 Clear Channel Station . . . 
Serving the M iddle finest 



Chicajio 11 
Illinois 

50,000 Watts 

720 

On Your Dial 



Kastcrn SqI«s <)(TU e: 220 East 42nd Street, New York 17, N', V, 
\\ est Coast Kt'prescntatlveji- Kcenan and Eickclbcrii 
2">7« XMIshIre Blvd.. l.os AniJolcs 5 • 2.(5 Montgomery St., .San Frant Ueo 4 
710 I.ewU llldli., 3.t3 S\V Oak St., Portland 4 
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1 



For a Lasting 
Impact on a 
Productive 
Maricet . . . It's 



WSPR 



AM 
FM 



"The Friendly Voice of Western New England' 

And 

The Dominant Full Time Network Station 
in Springfield, Massachusetts 



Represented By 

George P. Hollingbery Company 
Bertha Bannan (Boston) 



Basic ABC 
WSPR Building 
Springfield 5, Massachusetts 



Want market facts and figures? 




\II tlir lia^u iiiloriiialiini uiuikcl ami nifiiia 
men ii-c ri'fiiilarly in sclcriiiijr tlic iiuirkct> 
for aiiv <'()n>iim»T pnidm-i is wrappofl up 

n coNst nh:k M \HKKTS. 

Here yen liiid clearly (Iclailccl the iiiarkt'I 
(li.iraclcri^tics, roiiditions, and Iroids in 
I'vciy slate, (■(iiiiity, and city nf SOOl) or 
rnofp in tin' I . S., I . S. 'I'crritDrio and 
Pi)....c..sii)ns, (Canada, and the I'liil ippines. 

In adililinii, ymi'll find nnuli useful (jiiali- 
tativc infornialion in iiudia Siivicc \d<, 
like till' Fi)rtlaiid, Orcfidn Joiirnars icprn- 
(liKcd here, wliiih snpplemenl and expand 
llie („M market data with (aet- thai only 
iiidivi(hial media can nfTer. 

All M!1)S snl.M lilKT- have CONSlMEIl 
M \KKKTS and hnndreds ..f others have 
pnrcha'-ed copies al SriOO each. 



Tlii-i i-i one i)( the 2.'>8 Si r\iee. 
\ds llial snppli-nu iil marki-t 
lislinf;^ in llie l'J19.19.')0 Kili- 
tiuii (i( CM. 
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all-in(liistr\ selling effort. 

An e(]nally important factor at that 
time. e.-i)c<'iall\ as far as the iiet\vork> 
were eoncenied. was the w i(le-])rpad 
promotional aetivit\ amonji iie\\>pa- 
]iers and majjazines. In 1917 Ufe 
magazine, for example, produced a 
presentation which was shown in 60 
cities hefore more than 175.000 peo- 
ple. Chara<teristicasll\ . Life used 
heantiful ])i(tures to tell its story, 
caught the attention of outstanding 
figures in husiness and go\ernnient. 
Newspaper puhlisliers. too. were ex- 
tremely active. People in radio felt 
that the indnstry had to do something 
to match the powerful efforts of the 
print promoters. 

rele\ ision hadn t hegun its zoom to- 
ward the big time in 1947; \et. it too 
was probably in the back of main 
minds. All of these factors coming to- 
gether made 1947 the kick-off year. 

I)es]jite the favorable climate of 
opinion, it wasn't eas\ to develo]) a 
presentation. The first stej) after the 
merger of the network and \AB ef- 
forts was to organize a large commit- 
tee to represent all of the elements in 
radio, the All-Hailio Presentation 
Committee: it was later incori)orated. 
I See box for nami^s and sjxvial activi- 
ties of the conmiitte(> members. I 

Think about all the elements in the 
radio induslr\ , Then \ ou ll ha\e some 
idea of what the work of the All-Radio 
committee entailed. Its job was to 
adeciualelv ])resent a sales story for 
50 KW iietw(»rk and non-network afli- 
liates. for 5 KW and 250 watt stations 
a.s well, for ihutime onb, foreign lan- 
guage. FM. and farm stations, for 
small town and big citv stations. And. 
most important, money had to be 
raised among all of these scattered 
branches of the iiubistrx . 

Ironing out all the ])roblems of or- 
ganization and figuring oul how to go 
about telling the treiMnndons slor\ of 
the indiistrv as a whole took up a lot 
of liiiK^ initialK. As a result, it was 
not until 191-9 that LIGHTMVG 
THAT TALKS rea<died the actual pro- 
duction stage. 

For production of the mo\ie and 
f(M" its ijroiiioti(ni and distribniion. a 
budg(>l of $135,000 was raised. The 
money came from all of the networks, 
from 560 stations all over the country, 
and from radio rcpresentati\ es. 

Tli(> slor\ of how the roniiiiittee 
started out with this relati\('l\ small 
sum to sp(Mid and exobcd a (l\iiainic 
wa\ of telling its slor\ is a fascinating 
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199 

TV RESULTS 



First it was 83 

TV RESULTS, 

then we published 

99 TV RESULTS. 

S<» far, we've exhausted 

three printings. 

The fourth will be 

199 TV RESULTS, and will 

be fully categorized 

and indexed for 

day-to-day use. You'll 

love this one,* even 

more than you did the others. 



*We're accepting limited advertis- 
ing with a 10 February deadline. 
Regular insertion rates apply. Ad- 
vertising was not available in 
previous TV KESULTS booklets. 




510 Madison Avenue, ]\ew York 22 




He Pulls Lumber Sales 
Out of Thin Air 

Says Mr. 0. T. CrifTui, President of the (".rifliii LninlH-r 
{'<).. to Stalioii W W SC. of Glens Falls. i\ew York: 

''We are fjlad lo send yon onr signed renewal eonlrael 
for' onr sponsorslii]) loeally of ihe Fnllon LiMvis. Jr. pro- 
gram for ariollier year. W'e lia\ e l)eeii diorongldy con- 
\in( ('d ])) results in sales of items promoted through this 
j)rogram lliat this tie-in n itli Fulton Lewis. Jr. is a most 
\alnalde medium lo get our messages across. . . . We 
know that we must have the local audieiiec because defi- 
nite tests on merehaiidise aiKertised on this program 
ha^ (' sho^vn increases in sales . . . and we ^vouldn't trade 
the program for aii\ othcT one on the air locall\ 
a^ ailahle."' 

Cuircnily sponsored on more than 300 stations, the Ful- 
ton L(>wis. .|r. program offers local athcrlisers network 
prestige at local time cost, with pro-raled talent cost. 

.'^incc there are moie than 500 MilS .'Stations. ther(> may 
he an opening in )onr city. If yon want a ready-made 
andienee for a client lor \ourself). in\estigate now. 
( he( k \our Mutual onll(>t oi the ("o-o])<>ral i^ e Program 
Departmenl. Mutual Broadcasting System, 1110 
P>roadwa\, i\\ (I 1<". (or Trihnne Tower, riiieago 11). 



one. At the outset llicre was the 
problem of what form the presenta- 
tion should take. But, taking up where 
the network group had left off, the 
All-Kadio Committee agreed a movie 
was superior to slides, charts, or ex- 
hibits and lectures. Ratner remained 
|)rodiiction head of the project and 
Frank Stanton allowed him to spend 
full weeks on it even though he was on 
the CBS payroll at the time. 

Arguments in favor of a movie, by 
the way, were these: 

1. It would be uniformly good 
w'here\er it was shown, whereas other 
tyjies of presentation are necessarily 
only as good as the man who gives 
them; 

2. A movie can present the max- 
imum amount of information in a 
minimum of time. 

But what kind of a movie, the com- 
mittee members asked themselves. 
Should it be the typical institutional 
film with scattered sequences of the 
industry al work, shots of Radio City, 
s< enes inside radio stations, and so 
forth? The answer to this one was 
a resounding NO. The committee mem- 
bers wanted lo do .something that was 
truly original and dramatic. More- 
over, they didn't want to describe the 
inside of the radio industry. They 
wanted to show where radio uent and 
not where it came from. The movie 
the) finally came uj) with does not have 
a single shot of the interior of a studio. 

Prior lo ihe merger of the network 
and NAB presentations, Victor Ratner 
had prepared a three-volume mimeo- 
graphed report on the radio industry; 
it was to serve as a fa<'tnal basis for 
the network promotion. This report 
was carried over for use by that all- 
radio group. Called "Vhe Sound of 
America," it is jnobably the most eom- 
|»lete compilation of facts and figures 
about the industry ever prepared in its 
liistor) (.see article called Facts That 
Talk for ex<'erpts ) . 

LI(^,11TM\G THAT TAFKS doesn't 
follow Ralner's rej)ort line by line. 
Instead it makes entertaimnent out of 
il. Ratner, with the help of connnillee 
m(>ml)crs. took the ravv facts in his re- 
port and vvrapped them up in an in- 
teresting narrative. 

In brief, the story line is ibis. Al 
the picture's <){)ening Benjamin Frank- 
lin is shown up in heaven where he's 
contimiing his famous kite experimenls 
with lightning. Suddeidy, Franklin 
hears a radio announcer's voice eom- 
niin'r out of the kev lied lo the end of 
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The basic facts about 

CANADIAN 
NETWORK RADIO 



The moment Canadian Radio enters your advertising plans, you 
should have this book. It's the only book of its kind! Based on the 
1948 Survey of the Bureau of Broadcast Measurement, it puts you 
completely ''in the picture" about Canadian Network Radio Coverage. 

You'll find in this cc»ncisc 
reference guide: 

* Comprehensive breakdown of network circulation by provinces, in 
the areas covered by the three Canadian Networks — Trans-Canada, 
French and Dominion. 

* Three big, easy-to-read maps, showing locations of basic and sup- 
plementary stations of the three Canadian Networks in the markets 
they serve. 

* Network Stations, power, frequencies and time zones. 



Yes, this book is invaluable to every radio advertiser and 
agency interested in Canada! Write for a copy now . . . 
and if you have any additional questions on your mind 
about the use of Canadian Network Radio, send them 
along, too. Ask for "Networks Coverage — 1949." 
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354 Jarvis Street 
Toronto 5, Ontario 
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Montreal 25, Quebec 
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WTAL 



TAUAHJISSEC 

5000 Watts — Day and Night 
llie conler of 

Capitaland 

Selling 

12 

Gearqia Cauiities 

and 

11 

Florida Counties 

*Ask your )ohn Blair 
man to tell you the full 
story on Capitaland and 
North Florida's most 
powerful radio voice — 
WTAL! 

Southeastern Rep. 
Harry E. Cummings 
Jacksonville, Fla. 

WTAL 

TALLAHASSEE 

John H. PhippS/ Owner 
L. Herschel Graves, Gen'l Mgr. 

FLORIDA GROUP 
Columbia 
Broadcasting 
System 



his kito string. "W hat?" he asks. '"have 
the\ made lightning talk?" and sets 
ofl for the earth to find out. 

In the course of his exploration. 
F ranklin tra\els the <"ountr\'. sees four 
successful radio camjiaigns in action. 
He also \'isits Proctor & Gamble head- 
(juarters in Cincinnati and examines 
charts which tell the overall story of 
radio in the L'. S. At one jjoint he 
listens in on a s|)eech h\- a professor 
of journalism which slights the role of 
radio in the American economy: then 
he hears an effective rebuttal of the 
professor's point of \'iew' I h\' BAB s 
Maurice Mitchell ) and returns to heav- 
en con\inced that radio is America's 
most d\namic selling medium. 

The movie is an unusual hlend of 
fantas\' and realism. Though Frank- 
lin and his descent from hea\'en are 
as iniaginati\'e as )ou can get. all of 
the rest of the picture is as down-to- 
earth as a newsreel. Actual!)'. Ben- 
jamin Franklin and the jirofessor of 
journalism are the only actors in it. 
All of the other performers are ordi- 
nary people playing their real life 
roles. Thus, in an exj)erien< e sequence 
fdmed at Columbus, Georgia, a depart- 
ment store manager is shown talking 
to a radio station manager about the 
possibility of selling diamonds o\ er the 
radio. I hese two men are merel) re- 
enacting before the camera an actual 
cou\ersation whi<'h had taken |)lace a 
few months before. They used the 
same words, too. as iiearh as thev 
<'ould re<'all. 

The professional m()\ ie man whos 
<<.mpan) fdmed LIGHTMXG THAT 
TALKS is Ben (»radus. president of the 
I ntcrnal ional Mo\ie Producers Scr\ ice 
(IMPS). Gradijs is a top-not<'h docu- 
mentarian. lie's worked with W'illard 
Van l)\ke. famous documentary mo\ ie 
pioneer who fdmed "The Cit\'': and 
with .loseph \'on Sternberg, the Holly- 
wood producer who disco\'ered Mar- 
Iciie Dietrich. He knows how to handle 
|)eo|)le who aren't actors and make 
them feel comfortable in front of the 
camera. This knack was essential for 
the success of LIGHTMNG THAT 
TALKS. 

When Roberto Kosellini (of "Open 
(]it\ ' and liigrid Bergman fame I 
goes onl to do om^ of his docunientarv- 
st\le mo\ ies most of the actors are 
non-professional. But at least Hoss(dlini 
has <)id\ a single cast to deal with at 
one hx ation ( like the Island of Strom- 
bolil. (Hadus, on the other hand, 
couldn t stick to one place and one set 
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When Mickef and Felim 
were our leading 
"Tf "stars... 



Those celebrated "movie actors" — 
Mickey Mouse and Felix the Cat — were 
pioneer helpers in television research 



No. I in a Series Tracing the High 
Points in Television History 

Photos frotti the historical collection of RCA 




Felix the Cat and Mickey Mouse xi cre, during television's experi- 
mental period, the viost frcquenthj televised actors on the air. 
Using them as "stand-ins," RCA engineers gathered basic data on 
instruments and techniques. 



• Strange tliough it seems, two toys liad inueli to do with 
television as you now enjoy it! As "stand-ins" during tele- 
vision's early days, Miekey Mouse and Felix the Cat helped 
RCA seientists and engineers gather priceless information. 

Choice of this pair was no accident. Their crisply modelled 
black-and-white bodies were an ideal target for primitive tele- 
vision cameras. The sharj) contrast they provided was easy 
to ohser\'e on experimental kinescopes. 

Would living actors have done as well? No, for what RCA 
scientists were studying— as they trained their cameras on the 
two toys— was the effect of changes and improvements in 
instruments and telecasting technicjues. With living actors it 
could never have been absolutely certain that an improve- 




The iconoscope, electronic "eye" of television, invented htj 
Dr. V. K. Zworijkin, of RCA Laboratories. 



ment in the televised image came from an impro\'ement in 
equipment and techniques— or from some unnoticed change 
in an actor's appearance, clothing, make-up. Mickey and 
Felix provided a "constant," an unchanging target which led 
to more exact information about television . . . 

Problem after problem was met by RCA scientists, with the 
results you now enjoy daily. For example: In the "Twenties" 
and early "Thirties," there were still people who argued for 
mechanical methods of producing a television image, despite 
the obvious drawbacks of moving parts in cameras and re- 
ceivers. Then Dr. V. K. Zworykin, now of RCA Laboratories, 
perfected the iconoscope, to give television cameras an all- 
electronic "eye"— without a single moving part to go wTong. 
Today, this same all-electronic principle is used in the RCA 
Image Orthicon camera, the supersensitive instrument which 
televises action in the dimmest light! 

Also developed at about this time, again by Dr. Zworykin, 
was the kinescope. It is the face of this tube which is the 
"screen" of your home television receiver, and on its fluores- 
cent coating an electron "gun"— shooting out thousands of 
impulses a second — creates sharp, clear pictures in motion. 
Those who may have seen NBC's first experimental telecasts 
will remember the coarseness of the image produced. Con- 
trast that with the brilliant, "live" image produced by the 
525-line "screen" on present RCA Victor television receivers! 

Credit RCA scientists and engineers for the many basic 
developments and improvements which have made tclcx'ision 
an important part of your daily life. But don't forget .Mickev 
.Mouse and Felix. They helped, too! 



Radio Corporation of America 

^^gy WORLD LEADER IN RADIO — FIRST IN TELEVISION 
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of amateur actors. To tell radio s 
stor^ xvell. LIGHTNKNG THAT TALKS 
had to show several different radio 
raiiipaigiis taking place in widely sepa- 
rate parts of the country. There are 
sequences showing how radio helped 
sell peaches and insurance in Cedar 
Rapids. Iowa; one showing how diam- 
onds were sold in Columhus. Georgia: 
and another in San Francisco on the 
success of a milk com])any's radio ad- 
\ertising campaigns. 

Experience stories sho\vn in the film, 
incidently. were selected from several 
hundred collected by Maurice Mitchell. 
They make up a balanced cross-section 



of radio advertising; ever\' category 
of things to sell is; covered — from over- 
ripe peaches \Nhich class as ])erishables 
to imperishable diamonds, from a tan- 
gible ever} -day item like milk to an 
intangible like insurance. 

To get background information for 
each of the experience stories. Gradus 
made a 23. 000-mile trip around the 
country this summer. At Columbus. 
Georgia, for example, he interviewed 
over fifty residents, asking them how 
they had been influenced by the radio 
campaign for diamonds. Gradus picked 
the most interesting and representative 
jjeople to appear in the movie. There 



NO P.I. DEALS!... 
One Rate For All! 



WE DO NOT ACCEPT P.I. PROPOSITIONS 

It's a matter of principle. We make our money from the sale 
of time — and we do well. We refuse to enter into competition 
with any manufacturer or advertiser, or any dealers or agents 
representing them. We sell for YOU — Mr. Advertiser — 
NOT US! We're in the business of entertainment and service 
to the public, providing YOU a great audience for YOU to 
reach with YOUR sales message. 

Any Hooper report will prove that we consistently accomplish 
that job. Our never-longer-than-now list of clients proves that 
most advertisers recognize and appreciate that. 



WE DO NOT CUT RATES 



WE DO NOT VARY RATES 



We have one rate — and one rate only. No one can buy time 
on KRNT cheaper than you. No one pays more than you. It's 
one rate for all. This is a long-established policy. There's no 
such thing as "get it for me wholesale". Everyone can earn the 
same low-rate-per-impact. 



Our Listeners and Advertisers Have Long Since Learned 
That Our Principles Are Not for Sale. And That's One of 
the Reasons That KRNT Is One of the Nation's Most-Used, 
Most-Believed-ln, Most-Proved and Highest-Hooperated 
Stations. 




>brS'^ MOINES — THE ItlGISTER AND TKIIUNI STATJON 
• . .KEf ItESENTEb ir THI KATr^VlGfNCY 



The station with the fabulous personalities and the astronomical Hoopers 



\vas the boy who got up enough nerve 
to propose to his girl while they vere 
both listening to a commercial for 
diamond rings; and air copy per- 
suaded several already married couples 
that the wife just had to have an en- 
gagement ring even years after the 
marriage itself (a situation reminiscent 
of Clarence Day"s ''Life with Mother ' 
\vhere the whole plot revolves around 
Mrs. Day's lack of a suitable engage- 
ment ring I . 

After com])letiug this trip. Gradus 
rejjorted what he'd seen to Ratner who 
wrote the final scrijit. Then, when 
Gradus took his cameras on the road, 
he found himself with dozens of un- 
foreseen problems to solve. Mainly it 
was his amateur actors. Some of them 
turned out to be prima donnas in the 
rough. You couldn't keep them from 
over-acting. Others were so shy they 
couldn't s])eak their lines coherent!) . 
Hut Gradus managed to draw con- 
vincing and natural ])erformances out 
of even the hamniiest and most intro- 
verted people. 

Some of his worst troubles came in 
Cedar Rai)ids. There several of the 
])eople Gradus had selected for the cast 
wanted to back out. An octogenarian 
who looked as if he'd just stepped out 
of a Grant \\^)od ])ainling and was 
ideal as a typical middle westerner 
couldn't remendier his lines. A young 
boy who had agreed to play in one 
scene during the previous sunnner was 
back in school — and his teacher 
wouldn't let him miss classes. Gradus 
managed to straighten things out. 
though. He gave the grand])a a silent 
part, talked the youngster into playing 
hookey for a short time. 

[because scenes had to be shot over 
and over again till the amateur actors 
did them perfe<;tly, Gradus used a total 
of 50.000 feet of fdm to get 4,000 
useable feet. Kut costs in general were 
held to a minimum. The film was made 
for So5,000, a relatively low figure. 
This includes both a full-length version 
of LIGHTNIXG THAT TALKS which 
runs to 4.5 minutes and is on 35nnn 
and 16nim film and two shorter ver- 
sions on 35 or 16mm which are in- 
tended for school and business lunch- 
eon showings. Hoth editions of the film 
ha\e synchronized sound tracks. In 
the shiyrt or long version, LIGHTNING 
should delight most viewers. 

Despite its excellence. LIGHTNING 
THAT TALKS is not expected to ac- 
tually sell one minute of lime for any- 
hod y. 
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more 



sales 



THE 



KATZ AGENCY, 



Station representatives 



INC. 



DETROIT 
SAN FRANCISCO 



NEW YORK # 
KANSAS CITY 
LOS ANGELES 



CHICAGO 
• ATLANTA 
. DALLAS 



As \ ictoi Ratiirr explains if. "Thr 
picture isn't (lesi<.'ned to cliiK'h sales. 
It's "the door o|)ener'- -openino; up |>e()- 
|)le's minds to a fuller realization of 
how big and strong radio has heeoiiie. 
After potential elients have seen the 
film, it'll lie up to individual station 
an<l network |>co|ile to get in and tell 
their own sjjeeifir sales stories. No 
j resentation can substitute for direK't 
salesnianshi|j. But we think thai 
Li(;HT\l\(; THAT TALKS puts over 
for all kinds of businessmen, from the 
Henr\ Fords to the small dealers, our 
basic |)oint: thai radio, all of it from 



morning till night, in small towns. 
<'ilies. and in the counlr\. is the most 
effective advertising medium there is." 

The mendjers of liie AlhHadio Pres- 
entation Committee, who worked like 
Irojans for over two years to see the 
job through, hope that LIGHTNING 
THAT TALKS won't be the last all- 
induslr) promotion effort. 7"he com- 
mittee win remain in existence with 
the exjie<-tation thai new members will 
come in and lake up where the |)resent 
members lea\(' off. 

It definitely looks as if radio will 
keejj talking up for itself from now on. 



510 Madisan 



be associated with this groujj of men. 

Gordon Gkav 
J'l'ce-Presitlen! 
Wll\ Philadelphia 

Now that the All-Radio Presentation 
is a reality, many broadcasters are ask- 
ing themselves this question: "Just 
what will the promotion do for me?" 

1 think the an.swer is most im|3ortanl. 
1 he broadcaster who doesn't under- 
stand the |)olential in a promotion ef- 
fort i.< the man most likely to mij^s out 
on results inherent in the project. 

All the broadcasters and specialists 
who worked together to produce 
LIGHTNING THAT TALKS agree on 
this one thing: "This All-Radio jnomo 
tion mo\ ie was not designed to make 
advertisers or prospwtive advertisers 
leap out of their seats, rush to their 
desks and sign a .52-week radio con- 
Iract." Instead, it was designed to do 
what anv intelligently jilanned sales 
|)roniotion is designed to do — warm up 
th(! |)rospect. 

, LIGHTNING THAT TALKS should 
he used b) broadcasters \ this rea- 
soning in mind: it can (leli\er to them 
the prestige that comes from associa- 
tion with a medium which looks and 
sounds the wa\ radio does in this fdm. 
It can deliver to them a background of 

j acceptance that is |5ortra\ed in the 
fdm and by association w ith the scenes 
and sounds in the mo\'ie. It can make 
a local broadcaster appear to he a re- 
sult-producing. widelv-at-ce|)tefl, well- 
liked, advertising counselor. 

His next stej) nuist be to present his 
own local selling story in such a fash- 
ion that the client signs his <-ontract. 

Maurice B. Mitchell 
Secretary 

All-Radio Presentation 
Corn rnittce 



We in Canadian broadcasting lune 
always f(dt the allinit\ oi <-onnnercial 
radio on both sides of the border. 

'I herefore, on behaH of the complef:' 
membership of the (^AB, we wel<M>me a 
sales tool as im|)ortant as LIGHTNING 
THAT TALKS. You may be sure that 
this magnificent documentary fdm will 
be shown to advertisers and agencies 
throughout ihe Dominion. 

T. .liM Allaki) 

Pat pKEKiMA.X 
Canadian Association 
of Broadcasters 



§01;THWE$T VIRI^lPilA'S fiiOM^B^ StADIO STATION 




Get the entire story from 
FREE & PETERS 



IBHVk^^ ■ CBS ■ 5O00 WATTS • 960 KC 

II I IIK I Ova.*d and Opviatid hy iht 

■ mm ^1 TIKES. WORLD CORPORA TIQS 

■ If I^W ROANOKE, VA. 

FREE Sc PETERS. INC.. Mitt on a/ Rtpnstntttiiv*s 
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'Vgh...no (sob) ...KJR'' 




KJR doesn't reach everybody! 

But KJR does blanket the rich western Washington market, 
where 1,321,100 radio listeners enjoy one of the world's 
richest-per-capita incomes. 

Best of ail, KJR's 5000 watts at 950 kc. cover the impori- 
ant area that any 50,000 watts would reach (check your 
BMB). 

And "the beauty of it is"-it costs YOU so much LESS! 
Talk with AVERY-KNODEL, Inc., about KJR! 

for Western Washington. ..An Affiliate of the 
American Broadcasting Company 
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Service 
to the broadcaster 



?er> ioe i? one of the Ka«io theme jousr? of 
BMl. The nation'* hroadca«ter« are ii*in£ all 
of the BMl aid* to procraniniiiis: . . . it? va«t 
and N aried repertoire . . . it* Useful and *ale- 
ahle program eontinuitie* ... it* research 
faeilitie* . . . and all of the element* vliich 
are ^«ith^n the *cope of nin.*io in hroadcasting. 

The station nianasrer. program director, mu- 
sical director. di.*c jocke^ and librarian takes 
dail_> ad>antai:e of the numerous tinit^^avini; 
and research-sa> ini: functions pro>ided h^ 
BMl. 

Vlonsr v.ith ser\ice to the broadcaster — AM» 
FM. and TN — BMl i* constantly sraiuins: nev 
outleL*. hnilding new repertoire* of music, 
and constantly evpandinc its 3cti>ities. 

The BMl broadcast licensee can be depended 
upon to meet e^ er}i music requirement. 



EVERYBODY EVERYWHERE 
PERFORMS BMI-LICENSED MUSIC 

BMI-Licensed Music has been broadcast b) cal station in the United States and Canada, 
even- performing artist, big name and small Ever> concert Artist, Vocalist and instrumen- 
name, on even program, both commercial and talist, and e\er)' symphony orchestra in the 
sustaining over even network and e\er> lo- World has performed BMl licensed music. 



I 



Broadcast Music, Inc. 

5S0 Fifth Avenue New York 19, N. Y. 
NEW YORK . CHICAGO • HOLLYWOOD . TORONTO . MONTREAL 



I 
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THE BIG DRIVE 

\ Continuefl from fjufie V<j 

The star didn't stop with rf:rninding 
his fan* they had to huy Marin Dell 
rnilk to keep him on the air. ffe ixi- 
si-sted they demand Marin Dell prod- 
uct* from their retail store?;. The\ did. 

It is irnpossihle to re<^;onstruct in ex- 
act detail either the quality or the 
quantity of p^irsonal, individual im- 
prfrssions that made people, more and 
more people, ask for Budda's products. 
Technically, yes, it wa-, the "Marin Dell 
Amateur Hour." But to his fans ' the 
potential .Marin Dell customers t the 
hour was strictly Budda'=. F'rice and 
taste of the product were indistiuguish- 
able from competing? items. Budda 
alone was the difference. That and the 
miracle that projected his warm laugh- 
ter, his nonsense, his milk toasts to the 
community's great and near great on 
Saturday nights. 

There came a day when Tom Fo-ter 
got wind that one of their stronsre^^t 
comptetitors. Carnation, was about to 




WANNA 
WHITTLE 

AWAY AT 

BARLOW 

to carve out 
It y«"'".«°R'.riir(Ky.-). 

bouoroland. ^^^\,vr iv>a- 

do.^^^ Re ail Trading Z«n'- 
l^ui.v.Ue Retail ^ 

'^'licc of Kcniuckj. 

K^lie. liv.n« her* 

the ;P 
our brand ol 



get the jump on them in ."^an Jo-e in 
nearb> Santa Clara Count). pKjpulation 
68,000 >, where neither company had 
distribution. If Carnation got there 
first, it would be just that much harder 
for .Marin Dell to force their ow-n dis- 
tribution later on. 

^liat happened when Carnation - 
carefully guarded s*-<:ret leaked to Fos- 
ter wives an idea of how quickly, how 
deci-ivelv. the irnpressioas possible to 
radio can crj -tallize into action '^see 
pictures, pps. 4f», 49 ,t. 

^^Tien the fla-h on the Carnation 
threat came, Foster routed his plant 



superintendent, MacDonald, ojt of L-ed 
— there were no extra dn^ers av ai - 
able to take an earlv morning tnx 
into San Jose. DeBorba, a sale^.nan. 
weTit with hirri. It >a= their job to hit 
key outlet- ahead of Carnation, rr.ake 
a deal with tfiem on th/? s]>oL 

Cisteneri in this area had ne-ver hreen 
urgeij to a-k their dealer^ for Marin 
Defl product-, for the company v.as not 
readv to go into "tanta Clara Co-int%. 
But when the bi2 ernereerKrv aro-e 
Marin Dell wa- able to -ell dealers on 
the fact that their ca-tomers ki:e> 
Marin Dell prodj^t-. ihroasrh the radio 



We Got It 



IF you want sales from 80^^ of Pennsyl- 
vania's Eastern Area radio listeners . . . . 
Sell through WAZL. 

IF you want to have the assurance of using 
a station whose General Manager has been 
in the radio business for 27 years . . . Sell 
through WAZL. Our Vic Diehm has been 
with radio practically from its infancy. He 
has the know-how that will bring you direct 
sales gains for your advertising dollar. 



And don't forget 



we're NBC and MBS. 



WAZL 



Robert Mee'ier Ajsociafei Nir'c-i ?.eprese.-*a*ive 
NBC- AFrlLIATE- MBS 



HAZLETON, PA. 
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One manufacturer increased his 
business 20% with one 15-minute 
TELEWAYS show per week. YOU can 
do the same! 



TELEWAYS Transcriptions are NOT expensive!!! 

Get the low cost for the market or markets where you need 
a top radio program. . . . 



The following transcribed shows now available: — 

• TOM, DICK 8C HARRY 
156 15-Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMHOREE 
52 JO-Min. Variety Programs 

• DANGER! DR. DANFIELD 
26 ?0-Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• CHUCKWAGON JAMBOREE 
131 15-Min. Musical Programs 

TELEWAYS 



• JOHN CHARLES THOMAS 
260 15-Min. Hymn Programs 

• SONS OF THE PIONEERS 
260 15-Min. Musical Programs 

• RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

• STRANGE WILLS 
26 30-Min. E>ramatic Programs 

o FRANK PARKER SHOW 
1?2 15-Min. Musical Programs 



RADIO PRODUCTIONS, INC. 

Send for Free Audition Platter and low rates on any of the above shows to: 
8949 Sunset Blvd., Hollywood 46, Calif. 

Phones CRestview 67238 — BRadshaw 21447 




FIRST in 

the QUAD CITIES 



In Davenport, Rock Island, Moline and East Moline 
is the richest concentration of diversified industry be- 
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sales, total buying and per capita income rate higher 
than the national average, according to Sales Management, 



WOC-AM 



5,000 W. 
1420 Kc. 



WOC-FIVI 



47 Kw. 
103.7 Mc. 



woe delivers this rich market to NBC Network, national spot 
and local advertisers . . . with 70 to 100% BMB penetration in the 
two-county Quad City area ... 10 to 100% in adjacent counties. 



WOC-TV 



Channel 5 

22.9 Kw. Video • 12.5 Kw. Audio 



On the Quad Cities" first TV station NBC Network (non-inter, 
connected), local and film programs reach over 5,000 Quad Cities" 
sets hundreds more in a 75 air-mile radius. 

Basic NBC Affiliate 

Col B. J Palmer, PretidenI 
ErnesI Sanders, General Manager 



DAVENPORT, IOWA 

FREE & PETERS, Inc. 

Exclusive National Representatives 




program, even though they had never 
seen ihein in the stores. 

neB()rl)a was aide lo cite hundreds 
of letters from San Jose wrillen Iti 
Budda. most of ihem saying the writer 
wonhl buy his products if his s])onsor 
ex|)anded lo San Jose. \\ hen fihn- 
maker Hen Cradus was in town arrang- 
ing for scenes to illustrate Marin Dell s 

j successful sortie into San Jose, he was 
able to talk with, and later fdm. peo- 
ple who bad wrillen Hudda lo ask why 

I Marin Dell didn't come lo iheir town. 

Dealers who refused lo be convinced 
that first day. or during thai week. 

1 fell into line as soon as Rndfla wenl lo 

' work the following Saturday night. He 
told his* San Jose friends that Marin 
Dell was there - urged ihem lo ask 
lanh dealers who hadn I slocked his 

I products lo do so right away. 

It look about four broach-asts lo en- 
able Maiin Dell salesmen lo crack ihe 
niajor outlet;* ibey wanted. After lluit 
it was easy. 

Achie\ing dislrihulioii in areas 
where the program is heard outside 
San Franci.sco Count) |ircsenls no seri- 
ous problem. Budda merely has lo ad- 
\ise his friends in those areas that 
Marin Dell is moving in. Listeners 
then go to work on the retail outlets. 

Some of Marin DelPs competitors 
have used radio oil and on in the past. 
Some are using it now. But none has 
applied Tom Foster's most open secret: 
consistent broadcasting without a break 
since the da\ he wenl on the air 14 
\ ears ago. 

\inet\ percent of llie ad\ertisiiig 
budget now goes lo radio. The W < 
remaining is divided between car cards 
and trade magazines, such as Grocer x 
Advocate. At ihe start of business in 
l9:^'->. Marin Dell wa^ worth $30,000. 
Now its worth is more than $4,000.- 
()()(). Via thousands of letters, hstencr.s 
in Alameda. Conlra Costa and other 
counties are clamoring to boost thai 
Sl.000.000 lbe\ want to bu) Marin 
Dell pro(hi<-ts in iheir stores, loo. * * * 



DAVISON'S 

[Continued jroni j)cige 47) 

What could yon do for ni\ jewelry de- 
partment ?" 

U oodall: "Hanged if I know." 

Ihrd: "What do you mean \oii 
don't know ?" 

H oodall: "Cive me some fa< ts to go 
on and some lime. You say \ou\e 
"ol a sick bahv. Well, if 1 were a doc- 
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Write and ask about Associated'Shows That Sell"* Radio planned features which today 

are building station audience, sales and profits in markets like yours everywhere 

• Yes -Associated IS radio-active. 



Jlssociated 



IVA^ BASIC RADIO PRogram SERV^C^ 

ASSOCIATED PROGRAM SERVICE, 151 West 46 Street, New York 19, N. Y. 
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tor )()u'd give me all the fact? s(» 1 
could make a diagnosis." 

At this point B) rd disclosed exactly 
how hadU the jewelry department had 
fared and \\ oodall promised he would 
either (((me up witli a campaign he 
thought could sell diamonds or refuse 
to take the account. Then he went 
hack to his oflice to think. 

For \\ oodall this was an iin{)ortant 
account to get and keep. If he could 
do well for Davison's, other local mer- 
chants would hear ahout it. express re- 
n(nved enthusiasm for radio. If he 
flopped. Bill Bvrd and other merchan- 



dising men in Columbus would he 
radio haters for a long time to come. 
Woodall was a man with a problem. 

The whole WDAK stafi was turned 
loose on the problem — from the station 
manager to the switchboard girl. 
\\ oodall wanted some program — or 
slogan — that would get across the 
idea that Davison's was now the place 
to go for ex{)ensive diamond rings. 

One June evening just before Fath- 
er's Day. Woodall retired to his room 
thinking ahout the Father's Day pres- 
ents he might expect from his two 
Noung sons. y\ll that day he bad been 





Topeka — a 2lcoun- 
,y market* that has 



effective buying power and 23% 
of all Kansas families. 
* Audit Bureau of Circulatiott 

WIBW Is the station "listened to 
most" by buyers in the Topeka 
Market* . . . three times more 
listeners than all other Topeka 
stations put together. 
*Katistii Radio Audience 1949 



WIBW's farm mar- 
ket is made up of 
big-buying families 
and in agricultural 
communities in Kansas and ad- 
joining states.* 
*Consumer Afarkets, 1949 



Here again, WIBW is the "most 
listened to" station having ten 
times as many listeners through- 
out Kansas as all other Topeka 
stations combined.* 
* Kansas Radio Audience 1949 



Just one station — WIBW — gives you the hardest hitting selling force in 

both city and farm markets. 



For the CITY Market 
For the FARM Market 

WIBW 



All You Need Is 
WIBW 



SERVING AND SELLING 

"THE MAGIC CIRCLE" 

WIBW • TOPEKA, KANSAS • WIBW-FM 




exposed to one-minute feather's Day 
announcements over his station. The 
subject kept running through his head. 

"Dad also means Diamonds At 
Davison's," he thought to himself. 

That's how W^oodall began to devel- 
op a slogan and an advertising ap- 
proach that cured B\ rd's sick baby. 

Before long. W^oodall's full plan was 
this. He conceived a teaser camjiaign 
built around the word dad. Ten times 
day and night, between station breaks 
on WDAK. an announcer would shout : 
'•D— A— D. Not dad but D— A— D." 
This was intended to go on for several 
days. On the fifth day the teaser an- 
nouncements, now more explicit, would 
urge listeners to tune in on a 1.3-minute 
program scheduled for that evening. 
This would be the tipofl program. 
Following, both the short teaser an- 
nouncements and daily 15-niinute pro- 
grams would continue until one month 
had gone by. Meanwhile there was to 
be no money spent for newspaper ad- 
vertising of the diamonds. 

Cost for the whole radio campaign 
would be exactly $400. 

Byrd quickly agreed to try Wood- 
all's scheme. As an additional sales 
gimmick. Woodall suggested that Davi- 



Rep: CAPPER PUBLICATIONS, Inc. • BEN LUDY, Gen. Mgr. • WIBW • KCKN 




KQV's switchboard lights up 
like a Cliristinas Tree after 
Bill Hiirns' Noon IVews each 
(lay. There's ample reason for 
this since Hill is the town's 
most :ilert reporter. In two 
months, he doubled the sta- 
tion's Hooper 12 Noon lo 
12:13, and during; 20 broad- 
cast days in Dccendier. Bill 
sohl 1,822 Toy Carnivals at a 
d(dhir <':icli. Burns is avail- 
xibh; now. Wee<l & Company 
will be glad to give you the 
details. 



KQV 



MBS — 5,000 Watts — 1410 



98 



SPONSOR 



f ''illiil'H"*' 



Reminder, for an .ylHHii'illlslUMi manufacturer: 

spotn 

RADIO ' 

"keeps sales a-rolling... along every 



ASK 
YOUR 
JOHN 
BLAIR 
MAN! 



highway and byway of the country! 

Nowadays, it's the sales force that keeps auto 
production lines busy. And nowadays, many an auto 
salesman finds Spot Radio his hardest-hitting, farthest- 
reaching selling tool! 

Automakers use Spot Radio to break fast with 
news of new models. They use it to bolster weak 
dealers, to give strong ones deserved support. 
They use it to strike home repeatedly with facts 
about features ... to make millions of prospects 
ripe for sales! 

Your John Blair man has ready now a 
plan for selling automobiles profitably with 
Spot Radio. He's also prepared to make Spot 
Radio pay off for any other product . . . 
whether it sells for thousands of dollars 
or just a few cents. Ask him about it! 



\ 

REPRESENTING LEADING RADIO STATIONS 




JOHN 
BLAIR 

\ t COMPANY / 

Offices ii CHICAGO • NEW YORK • ST. LOUIS • DALLAS DETROIT • SAN FRANCISCO • LOS ANCELES 
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soii^ adxcrtiso S'Zn discount cerlificnles 
on (linnioncls over the lo-niinutc jjro- 
^lani. I lie m'\o-a\va\ wonlfl take the 
furni of prizes in a iiiu,-ic quiz so oa.s\ 
that oiil\ lisliMicrs iccenlly arrived 
from l ihot coidd fail to guess tlic an- 
swers. I 1 lie "m\ sler\ tunes included : 
"Home Sweet Home," ou Are M\ 
Sunsliiiie." and "Sweel Adeline. " ) 

On most diamond rinjis or hracelets 
a S2.") disfonnt means little since tlie 
diamond niark-np is high. Recogniz- 
ing the psvchologieal force that pos- 
session of a $25 discount .slip could 
exert. l>\ vd approved the discount gim- 



mick as well. 

Kvenis f[uickl} proved the soundness 
of tile campaign s ajiproach. \\ itliin 
two weeks Davison s jewelrv depart- 
nienl had sold over 100 diamonds. 
I None of these stones was valued at 
inider $100; most cost more. I Byrd 
was so enthusiastic that he asked 
W'oodall to continue the 1) — A — D sat- 
uration campaign and the music quiz 
for two weeks be\ ond the month sched- 
uled in original plans. 

I)eii (iradus. the iiio\ le j>roducer who 
filmed LIGIITXIXG THAT TALKS, is 
not a native of Coluiiihus. ^'et he 



"A Great Contribution 
To Our Success" 



IMPS 



International Movie Producers' Service 



5i5 Madison Avrnue, t*Jew York 22, K. Y 
ELdorado f-6620 
Cable Address: iMFSERflCE 

Janiuiry 19, 1050 

li;iiigertone, Tne. 
73 Wintlirop Street 
Newark 4, New Jersey 

Dear Colonel Hanger: 

The Ratigcrtone has pjiid off again. 

The first time we n.sed your syiichronims tape recorder 
was in the S. Army and Air Force Hocniitiiig film, 
CARKER KKCISION. There it took a lot of imnish- 
ment operating; in the midst of explosions during sham 
/);(tth"s while the e:irth shook heneath it and debris flew 
ev(>ry where. 

LKlIITNINd TtfAT TALKS was offered to iis ns a full 
dialogue film to he sliot on location and on a (•onii)ara 
tively .snidll hiiih/rt. We knew, from our previous lia])i)y 
exi)eri( nee.s witli J MI'S' Unngertone, that this was no 
|)rol)lem. 

This finie the Rangertone travelled some 2.^,(>()() miles and 
the use of synchronous tn])e recording has agniu set the 
(liah)gue film within the scope of the docnnn-ntary and 
commercial films which l.MI'S i)ro(luces. 

Vonr eqniiiment made a great contrihution toward the 
I'cn li/.;it ion of our success. 
Thanks 



agam. 



Snic(>rely yours, 



l!(i :. h 



I'.EN (;kaI)1;.S 



Many othsr prom'nsnt u;crs or; cquaMy enthusiastic in their 
praise of Rangertone. Write for Discripiivc Literature. 

RANCERTONE, INC.. 73 Winfhrop St.. Newark 4, N. J. 



RANGERTONE 

TAPE RECORDERS 



knows more than does any man in Co- 
lumbus, what the real effect of the 
Davison radio caiiijjaign was. For 
C»radus did a one-man survev of Davi- 
son diamoml customers last sumnier to 
find out just how radio had inllueiieed 
them. It was hv this grass-roots ap- 
proach that he selected performers for 
LIGHTNING. 

(Ivadns interviewed over 50 people 
at length in and around Columbus, One 
thing that struck him right away was 
the effectiveness of the $25 discount. 
People who had called up the station 
to name the niysterv- tune felt that they 
had actually won a valuable though 
frustrating prize. Their fingers itched 
to turn the prize from paper into a $25 
sa\iiigs on a diamond. 

One thirteen-year-old girl was among 
the over 4.000 Columbus residents who 
got a discount slij). She went to her 
father, urged that she be allowed to 
buy a diamond ring. 

"No." roared the father, the first 
day she pleaded with him. 

"Absolutely not." he said the second 
day. 

When Den Gradus Interviewed the 
young girl, she was careful to hold up 
her hand so that he couldn't miss the 
dinner ring she eventually cajoled out 
of poj>pa — on an economy platform. 

One man (Jradus intervievved was so 
anxious to get a $25 (lis<"ount that he 
bucked a busy signal for over one hour 
to phone in his mystery tune answer. 
This was a coiiniion experience for 
listeners since WD \K has only three 
incoming trunks: they were all in use 
from the moment the Davison show 
went on the air till an hour afterwards. 
(There were 150 calls each day for the 
hist few days and an average of 100 
calls a day over a 6-wcek period.) 

The thing that astounded Gradus 
most about the diamonds campaign 
was the iiuiiiIkm' of married men who 
bought engagement rings for their 
wives after li>-tening to air copy. The 
commercials were slanted so as to ap- 
peal to everv conceivable type of ciis- 
lonier: engaged couples: married <ou- 
plcs who hadn't had iiionev for rings 
until r<^"cntl\ : crafty couples who 
might be teiiij)tcd 1)V the point that dia- 
' niouds won't decline in v alue, may 
grow in worth over the \ears. 

During the lime lliat lliet radio cam- 
paign was in effect, oulv one customer 
canic in to l)uv a diamond without a 
discount certificate. Since the certifi- 
cates were given awav onh to those 
who phoned the radio station, this is 
impressive evidence that the great iiia- 
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rHAT'S RIGHT! 




i^VAILABLE 
FOR LOCAL 
SPONSORSHIP! 



This may be ne^vs to you — but the happy fact Is tliat the famous 
Quiz Kids program may be sponsored by you in your territory! 
(Of course, the great national show goes merrily on ... in its 
tenth year for the same sponsor.) 

It's as simple as A-B-CI Local Quiz Kid shows are easily pro- 
duced with letterperfect scripts and complete promotion kits 
produced by the network Quiz Kids staff. All you have to do 
is choose the children and the emcee! 

If you'd care to know how these local Quiz Kids programs are 
doing, just look over the record below. And then get in touch 
with us. The cost is extremely modest. 



-THESE ARE RESULTS! 



NEW YORK CITY, (WNBC) Savings Bank Association of Greater New York. 

Highest rating in its time slot in competition with 9 other stations. 

EAU CLAIRE, WISCONSIN, (WEAU) A. F. Schwahn Sausage Company. 
60.9% of all listeners at end of first month. 

BATON ROUGE, LA., (W)BO) Jack's Cookie Company. 

Highest rating in its time slot in competition with Baton Rouge station and New Orleans stations. 

ROCHESTER, MINN., (KROC) Good Foods, Inc. (Skippy Peanut Butter). 

In face of nation-wide decline in peanut butter sales, Skippy sales increased 6 per cent in Rochester area. 

ELKHART, INDIANA, (WTRC) 1st National Bank. 
Ending second year for same sponsor. 

WICHITA, KAN., (KANS) Henry Clothing. 

Sponsor well pleased and theater from which show originates reports big box office increase on those nights. 

LITTLE ROCK, ARK., (KARK) Colonial Baking Company. 

Following highly successful series last year with top rating in its time slot renewed this year under same 
sponsorship. 

LAUREL, MISS., (WAML) Carter-Heide Dept. Store. 
Same sponsor completing second year. 

SYRACUSE, NEW YORK. (WSYR) Banking Association of Greater New York. 
Started after same sponsor's success in New York City. 

SAN DIEGO, CALIFORNIA, Dairy Mart Farms. 

Sponsor very happy with program and show assured a long life. 



^^imi C^^VWJ^I^ ^ M'cl^ig^n Avenue ^ 485 Madison Avenue 



INC. Chicago, Illinois New York, New York 



joritv of hales during that period \Nere 
due to the radio cainjjaigii. 

back, ujj this coiu lusion, here's 
\shat Ben Gradus sa\ s: '"V^'hen 1 asked 
people \n1i\ they hadn t bought dia- 
lnoIld^ at Davison's ])re\ lous to the 
radio caMipaigii the\ said the\ "d ne\ cr 
noticed the ads in the newspapers. But 
the\ all said the\ had been prompted 
to diie< t action b\ radio." 

One of the important factors in the 
-ucces> of the radio canijiaigning was 
its timing. I hough B\ rd w as anxious 
to get started right after \\ oodall out- 
lined his 1) \ n idea, the camj)aign 



was dela\ ed se\ eral da\s. It had to 
start near the end of the month at the 
right time to impress soldiers stationed 
at Fort Benning a^ well as others on 
monthly payrolls. 

Time for the IS-ininutc music quiz 
show changed on alternate days from 
1:15 to 0:30 and back. This caught 
women at home after lunch on one day 
and men at home for sujijjer the next. 
In other words, first the ladies got a 
chan< e to fix their sights on a diamond 
ring. Then the next day hubby was 
ex])Osed to Da\'ison"s sales talk over 
the supjier table. This helped w i\ es set 




1949_A YEAR OF GREATER 
GAINS FOR WBNS — 

The 25th year of WBNS broadcasting gave more strength to this 
station's already predominant position in central Ohio. Many 
thousands of listeners were added to the WBNS vast audience 
by judicious program building . . . And among radio advertisers 
WBNS was naturally first choice in central Ohio. More national 
advertisers used WBNS during 1949 than any other Columbus 
station because experience proves that WBNS pulls greater re- 
turns at less cost. 



YOU BUY MORE THAN RADIO 
TIME ON WBNS — 

WBNS is not just another radio station here in central Ohio. It 
is an important part of the daily life of every home in this rich 
area. Yes, it Is one of the family who provides entertainment, 
news and education for more than 163,550 other families. WBNS 
has built this audience year after year. We know its likes and 
dislikes. That's why we produce radio that is welcomed by 
listeners and profitable to advertisers. 



WHEN SANTA CAME TO COLUMBUS 
WBNS GAVE EXCLUSIVE COVERAGE 

It's a gala time here in Columbus when the F. & R. Laiarus Com- 
pany department store welcomes Santa. There are parades, floats, 
special events and thousands throng the streets and visit the 
store to see jolly Saint Nick. Every day WBNS broadcasted 
the Laiarus official Santa Claus show with a simulcast on WBNS- 
TV so that no one in central Ohio who had ears and eyes missed 
out on the doings of the rotund old gentleman. 



COVERS .,o 




ASK JOHN BLAIR 



up little selling camj)aigns in their own 
homes. Naturalh , commercial copy for 
the afternoon and evening shows varied 
accordingly. By da\ the ladies were 
given fashion points. By night, the 
men heard about permanent value. 
Time for the Sunda\ show was jnst 
before Drew Pearson. 

The total number of diamonds (over 
one hnndred) sold by the D — A — 1) 
camj)aign is a merchandising secret. 
As Bill r>vrd tells Allen Woodall in 
IJGHTMXG THAT TALKS. '-Does 
Mac\ "s tell Gimbel's?" 

But B\ rd w as so jileased w ith the 
total that he decided Da\ison's should 
go into radio advertising strongh'. He 
went to the Atlanta oflice of 1\. H. 
Macy to tell officials there about his 
new enthusiasm for broadcasting. 

Probabh this is what the executi\e 
there told him: "Man. what's the mat- 
ter? You been in the sun too long?" 

At any rate. Byrd returned to Co- 
lund)us without a go-ahead for more 
radio, made up his mind to get more 
facts and rignre> before selling his su- 
periors. (This kind of thing, incident- 
h , has come up often in the history of 
broadcasting. It's one of the big rea- 
sons for a promotion effort like 
LIGHTNING THAT TALKS.) 

To get his data. Byrd had a secre- 
tar) at the store sit down and do noth- 
ing for several days but call uj) resi- 
dents of Columbus and nearby areas. 
She identified herself as being from a 
radio sur\ey organization and asked if 
the residents knew what D.A.D. meant. 

Better than 85 percent of those 
called knew. 

Armed with this fact, Byrd went 
back to Atlanta, got permission to go 
into radio on a regular basis. In fact. 
Da\ ison central oHice execs were so 
imj)ressed that they decided to try the 
same camj)aign in other Georgia towns 
where Davison's has stores. It worked 
well in Macon (WBLiM) last De<.'ember 

Davison's is now in radio hea\ ily. 
The store sjionsored a musical (juiz 
program (with tongh questions and 
\'aluable j)rizes) for several months 
this past sunnner. As nineh as a thou- 
sand dollars worth of merchandise and 
other items were given awa\' on a sin- 
gle program: it was the biggest (|niz 
show Ccdumbns e\ er had. 

At present Davison's schedule calls 
for one-minute announcements scat- 
tered throughout each day wliene\er 
there's a sale or some special at the 
store. And it's not oidy \M)AK that 
gets the gra\'\ . Da\ ison's now uses sev- 
eral of the Columbus stations. "* * * 
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Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 





mm 

W^VANNAH 

// 1 5000 W . 1290 Kc 



THE TRIO OFFERS 
ADVERTISERS 
AT ONE LOW COST; 



Concentrated 
coverage 

Merchandising 
assistance 

Listener loyalty 
built by local 
programming 

Dealer 
loyalties 

— in Georgia's 
first three 
markets 



Represented, individually and as a group, by 



THE KATZ AGENCY. INC" ' " ' " 



Atlanta • Detroit • Kansas City • Los Angeles 
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Some sales are more profitable than others 




• • • So sell hardest where you sell best! 



NO MATTER WHAT YOU HAVE TO SELL 
ABC COVERS AMERICA'S BEST MARKETS — EFFICIENTLY 



American Broadc^astinor Company 




Ni:\s ■iOKK . ciiiCACo . ninuoiT . i.os \n'<;i-:i.i:s ■ san i kwcisco 
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AMERICA'S RICHEST MARKET 





The MAIN STREET Market represents 
56% OF ALL RETAIL OUTLETS AND 
43% OF ALL RETAIL SALES 

This is much too big a market for any manufacturer who wants 
soles volume to neglect. The KBC Network reaches this market 
at the local level of "neighborliness" where radio advertising 
is a friendly, believable and responsive buying influence. 
America's brand name manufacturers are becoming more 
keenly aware of these facts every day. May we show you how to 
gain sales volume in this rich market? 

ONLY ONE ORDER REQUIRED FOR ALL OR 
ANY PART OF THIS 385 STATION NETWORK 




KBS is the ONLY established and 
growing Transcription Network 
covering small town and rural 
areas exclusively. 

IN OPERATION SINCE 1940 





SYSTEM 




New York 



580 Fifth Ave. 
Phone PLaza 7-1460 



Chicago 



134 N.LaSalle St. 
Phone STate 2-4S90 
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Ben Frattkltu motif riiii.v throiiyh film 

IJeiijainiii Franklin is tlie niionicial narrator of LIGHTNING TH VT 
TALKS. His \ ()ice is hoard nian\ times through the film. \\i< hands 
and oriialelx hired sleeves are seen several linie>. His famous key 
and kite apj)ear. Yet a full view of sage old Ben never appears; sage 
\onng ( 32 I Ben Gradns and others who |)repared the fdni script felt 
Franklin should remain just out of \ iew of the audience to build up 
a fantas) efTect. The pictures on this j)age show the various [)rojis 
which hint of Franklin s presence. Above is the model heaven from 
which Franklin descends. Two pictur(»s I left) show a seamstress j)re- 
paring jjeriod jacket with lace cufTs; and production men cutting out 
rej)lica of Franklin kite. Below is a hand signing Franklin"* name. 




Ill lli(! lii>.t<)iy of iiuirketiiiji and iin'ielian(lisiii<!;, tlie l>ri<rliu>t 
tliaplors liav<> 1)0(mi wriltcMi lifilil ln're. . in Aiii(>riea.. during 
llio hisl .■?() years. 




Is il itiirc <(»iiioiden<e that iIu'm^ 30 year? eoiiieide willi tlie 
growtli of the rachu hroadeastiii<i in<hi!<lry? No! 

Radio lias liclped tremendously in shapin*!: the eonrse <»f 
American dislrihntioii. Radio is doin<i a huge joh today., and 
can do an even hijiger joh lomorrow. 




To j;et full henefil from ihis <ireat and growing medinm. eoiint 
on W'eslinjihouse stations. . |i<»\v«;rfnl. popiilar voices in six rich 
iiiarkcl-aroas. Here noii 11 find selliii*!: experiencii sleiinninj; all 
the way hack lo the hirlh of the radio imhislrv. Here. loo. you'll 
find profiianis whose real ratings are expressed in terms of 
inercliandise stdd.. re<iardless of fijinnis in lisleiier surveys. 
W here the tarjret is sales, W olinjihotise stations hit the mark! 




KDKA KYW WBZ WBZA WOWO KEX WBZ-TV 

Pittsburgh Philadelphia Boston Springfield Fort Wayne Portland, Ore. Boston 

50,000 Watts 50,000 Watts 50,000 Watts 1,000 Watts 10,000 Watts 50,000 Watts 



wi:sTi\<iiiorsi: uaimo stations iuc 

N ;i I !i>ii:i I ]{ I'pii'MMit il t i vc>, I'Vi'C X I*ftei>. i-xccpt for WllZ-TV; 
for \Vf!Z.T\. NfU: .Spot Sales 
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Three hey protlitcttou men ttl work 





Walfer Sachs, film crew producfion chief, holds slate in fronf of camera Gene Forrell, fhe music director, makes sound effects with special mike 
Jean Oser, editor of the movie, smokes without fear (note signs right corner). No danger of fre because new type of safety film was used 
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DETROITERS 
have the 
money now 





Ten continuous years of full employ- 
menf for over a million workers have made 
Detroit America's most prosperous major 
market. With auto manufacturers planning to 
EXCEED last year's record production of 
6,240,400 cars, the 1950 outlook is exceed- 
ingly bright. Looks like another three-billion- 
dollar year for Detroit's retailers'. 



r 



WWJ-TV 
has the 
audience now 




The 150,000 TV sets now in the Detroit 
market are concentrated within easy rxinge 
of WWJ-TV's strong, clear signal. Lion's share 
of this audience belongs to WWJ-TV, first 
television station In Michigan . . . two years 
ahead of Detroit's other two, in TV know-how 
and programming. 



ADVERTISERS 
are doing the 
business now 




1949 WAS A GOOD YEAR for WWJ-TV adver- 
tisers. Naturally, 1950 is proving even bigger. 
Aggressive advertisers seeking increased 
sales in this fabulously wealthy market can 
achieve them through WWJ-TV. 




FIRST IN MICHIGAN 



Ov^ntJ anJ OpmraltJ by THE DETROIT NEWS 



Naliaaal Kmprtitnlalivn: THE GEORGE P. HOlllNGBERY COMPANY 
ASSOCIATE AM-FM STATION WWJ 



NBC Tmhv'nion NvfwOrtr 
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Dramatic shadow picture (above) was taken in the darkened building 
where heaven scenes were filmed. The shadows were cast by Gradus 
and Walter Sachs as they consulted on a take behind cheesecloth 
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"clouds." Below are pictures of two down-to-earth figures in the All- 
Radio film, the journalism professor and Maurice Mitchell. Microphone 
prof uses is for public address system, not for a broadcast 




COMPLETELY LOGO 



FIVE 
A Ma3 



STATES 

Market - - 
ounting 



RTG AGG^E LAND 
■^^^ 308 BMB 



for 



in 
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'of more 



1948 retail 

th a ^ 
than 



in- 



nation's if,- '^fliest } ^'"er 



570 
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Ui 
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80 
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CO 

St 
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like 
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*Represented by Katz. f 



worJ 
3a, 



serv 



OWNED AND OPERATED 
by Cowles — one of 
America's great names in 
radio and publication. 
Affiliated in management 
with the Des Moines 
Register & Tribune, 
Minneapolis Star & Trib- 
une, Cowles Magazines, 
Inc . 



» ft • • * 



570 



• 5,000 WATTS 



SIOUX CITY ■ YANKTON ^ffiUAUD with the American broadcasting co. 
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1,000 



announcement: 



transit vehicles 
radio equipped now! 
in big St. Louis 



Other Transit Radio 
Markets 

St. Louis, Mo. 
Cincinnati, Ohio 
Washington, I). C. 

Baltimore, Md. 
Kansas City, Mo. 
1 1 oust on, Texas 
Tncoma, Wash. 
Evansville, Tnd. 
Topeka, Kana. 
Omaha, Neb. 
Des Moines. Iowa 
Worcester. Mass. 
AUentown, Pa. 
Ihinthujton, W. Virginia 
Wilkes liarre. Pa. 
Covington, Kij. 
lirailbnry Heights, MJ. 

Flint, Michigan 
Pitt.'ibnrgh Stiburbs, Pa. 



KX()K-FM radio ecjuipped buses and streetr-ars 
are now carrying over a million rides per day. 
This great "going to buy" market is served by 
KXOK-FM, Transit Radio in St. Louis. 

Riders enjoy KXOK-FM 's "musie-as-you-ride " 
. . . like the news, sports, and special features . . . 
and act on Transit Radio sales messages. Of 
17 advertising contracts expiring in December, 
1949, 16 advertisers renewed. 94% renewals 
is proof i)Ositive of the sales effectiveness of this 
exciting medium. 

Now is the time to discover the power of Transit 
Radio ... a point of purchase medium that has 
proved fast, effective, and economical for 
local and national advertisers. "Write, wire, 
phoue, for details. 



transit radio 



Kcprcscntcd bij Transit Radio, Inc. 

NEW YORK 

S50 Parle Avenue 
Murray UiU 8-S7S0 

CHICAGO 

55 E. Wacker Drive 
Financial 6-4S81 



ST. LOUIS— I2tfi & Delmar, Chestnut 3700 



CINCINNATI 

Union Trust Building 
Dunbar 7775 



LimE GIRL DRAWING PAIL OF WATER FROM BACKYARD WELL APPEARS IN PART OF FILM WHICH SHOWS DIVERSITY OF U. S. 




DIVERSITY OF RADIO LISTENERS IS INDICATED IN SCENES WHICH SHOW YOUNG AND OLD LISTtNING INDOORS AND OUT 
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T)o ym want a superb film at 
significantly lower prices^ 

IMPS 

producers in 1949 of 

Lightning That Talks 

for All-Radio Presentation Committee, Inc. 

Television Today 

for the Columbia Broadcasting System 

Career Decision 

for the U. S. Army and U. S. Air Force Recruiting Service 

Around The World With Ford 

for Ford International 

TV SPOTS for BRISTOL-MYERS CO., 
COLUMBIA RECORDS, INC., etc. 

lAIPS 



International Movie Producers Service 

515 Madison Avenue, New York 22. N. Y. 
Eldorado 5-6620 
Studios: Glen Cove, L. I. 
Cable Address: IMPSERVICE 
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The happy life of a movie-maker: cameramen pull switch and smile (above); Ben Sradus pulls own switch (below), stands In front of eight-ball. 
Man in checked shirt In top picture Is Joseph Brun, A.S.C., chief cameraman. He won membership in A.S.C. (movie honor society) recently 




tdh tot 



the 



COST 



WCFL, Chicago 
1000 on the dial 



Represented by the Boiling Company 
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HorrorSf idiot's happened? 

Humorous scenes in film show furniture, 
other objects flying out of journalism 
prof's home. Profs wife above is regis- 
tering shock. Presumably she is even 
more shocked later on when her clothes 
as well start flying out of the house. 
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• There's a popular outdoor movie place just outside Bloomington, Indiana, on 
state road 37. We never took an actual traffic count past the place, but we know it's 
terrific! And, the screen is visible for hundreds of yards each way from the highway. 

When the movie closed for the winter season it hurt us, no end, to see all that 
screen space going to waste. So, we made arrangements to paint a big WTTS and 
WTTV in the space. 

It just goes to show what extent we go to keep people constantly reminded of 
WTTS and WTTV. 

Ever since WTTS went on the air, we've promoted it heavily, using all kinds of 
promotional plans. The cost sometimes scares us, but we've accomplished what we set 
out to do. We're leading the field. Continuous merchandising — with balanced pro- 
gramming — has set us up in the enviable number one spot in the Bloomington market. 




WTTS 

A Resional Station 
on the Air'20 Hours 
a Day. 



LET OUR NATIONAL REPS. GIVE YOU THE COMPLETE STORY 
f 

RADIO AND TELEVISION CENTER; • -BLOnMINGTON, INDIANA 

Owned and Operated by Sarkes and Mary Tarzian 




WTTV 

Indiana's Second 
TV Station. 




Rcprcicntcd Nationalty by 
WILLIAM G. RAMBEAU CO. 
360 N. Michigan Avenue, Chicago 



National Representatives 
BARNARD & THOMPSON, INC. 
299 Madison Avenue, New York 
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FACTS THAT TALK 

iContinned from pa^e 41 » 

(luclion of customers is one of the 
greatest of all Anieri'ran inventions! 

Amcrii-ir> iiuirkel pliice luis iic\er 
hcfore been >o much of a cluilleiige— 
a market rcalK worlli competing for. 
Basic figure.'* (in hillions) look like 
this: 

1929 194H 
r.S. iXaltonal Income cJT 226 
U.S. Spendable Ineonie fJ2 194.() 
Personal Consumption 

Kxpenditures 79 17}).! 



This is the most significant [)art of 
the story to business men. to ntUertis- 
ers: In 1935 five-fixths of I .S. fami- 
lies had incomes under S2. ()()() a )ear 
— 84 /f . Ten years later more than 
half of U.S. families had incomes over 
S2,0()0 — 57' ^ . In the same period 
families with incomes of $5,000 and 
over increased 455'"^. Families with 
incomes between $3.()()0 and $5,000 in- 
creased 455-^;. In the $2.00()-$3.0()() 
bracket the number of families in- 
creased 150' ( . 

In 1930 the percent of U.S. families 
with in< omes above "subsistence le\ - 
els" was only 26.7' f. Their total iion- 
•^ubsistenee *penditig was S21.1 bil- 
lions in that prewar )ear. 

Hy 1950 the 26.7'.', of families utth 
incomes above subsistence levels had 
jumped to 62' i , and their total non- 
subsistence spending was $54.0 bil- 
lions — a big pie to en I. 



The people who nnike these figures 
hnve not only raised their standard of 
living enormously since the |)eopIe of 
Ben Franklin's day. Their choice of 
kinds and brands of goods, even since 
1920. has increased amazingly. All 
this means that American business is 
geared to making its profits on volume, 
not on price. 



The ke\ sales problem is to reach as 
nian\ different families as possible, as 
cheaply as possible. In the late 30's. 
50' ( of all neiv automobiles were 
bought b) families with incomes under 
S2,000 a year^ — as was most of the soap 
and foods and watches and all other 
advertised goods. That was because 
VtO' ( of American families bad in- 
comes under $2,000 a year; there 
NNcren I enough "ri<*h " fajnilies to pro- 
duce volume sales! 



This is the uidening of the tnarhel 
place thai keeps our mills and factories 
and transportation systems busy, our 
retail system spreading wider and 
deeper into the coiin'r . 

The Voice Of The Markst Placs 

W hat i.- advertising, ninua)? It i- 
selling at a distance . . . selling |)e()ple 
before they get to the store . . . bring- 
ing them into the store. Ad\(Mtising 
reaches out to people and turn^ tliem 
into cuslonKMs uherever the people are. 

And as the market-^ get bigger, ad- 
vertising becomes more and more prol- 
itable to business. As markets get more 
competitive, advertising becomes more 
and more essenti(d to business. 



Competition i> the prime mover. Of 
this fart top management is (pilte 
aware, even when it does not ba\e a 
strong sense of ad\ertising (tin.- often 
happens because top management so 
frequenti) has its roots in Droduclion 
rnd finance rather than in sales I . 

W here does the primar\ poNNcr oi 
ad\ertising come from.'' Win. from 
the people themselves. Our greatest 
characteristic, stemming right out of 
our democrac). is to uant something 
better. Better jobs, belter food. b(>ller 
home furnishings, better servi<e.-. 



/everybody wants them, not just o 
chosen few. And advertising sells to 
everybody ! People set the objective. 
Advertising tells them hoiv they can 
achieve it: what to get. where to get it. 
ft is sometimes objected that advertis- 
ing makes people buy goods they don't 
want or need. But when the product is ^ 
y<ruiple<l. the product takes over, large' 
/v. T/ie second sale depends mainly on , 
the product, and it is the second sale 
that makes the profits! 

Advertising appeals most lo people 
who are most prone to tr\ something 
new and better. It sells them. Then 
the\ . lo an important degree, help to 
sell their iKMjjhbors. 



/\d\ ertising picks out lh(> '"class mar- 
ket" of America in e\ery income le\el. 
These most resoonsive |)e()ple listen 
most {o radio! Hadio. more than an\ 
other medium. coNcrs advertising's 
"'class market'' up and do\vn the in- 
come-scale. I be three charts accom- 
panying this feature illustrate this in 




To SELL the PEOPLE Who Buy 
The MOST in the , /7 ^ 

POPULATION 

Over 4 Million 
RETAIL SALES 

Over 2 Billion 




FREE and PETERS 
Representatives 



HARRY BURKE 
Gen*l Manager 



FIHST 

Afternoon programming 
aimed at women 
( naturall/) 

marks another important 
"first" for Salt Lake's 
first TV station. 

Availabilities 

during this 

3 to 5 p.m. period 

are unusuall/ 

attractive. 



i 



Salt loke City, Utah 
Notlonol Repr«»«ntoiive: John Bloif i Co. 
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Imitation is the 
sincere St form of flatter] " 



SPONSOR is the most 



imitated advertising 



trade publication 



today. 




510 MADISON AVENUE 

NEW YORK 22, NEW YORK 



part. Additional data to come will fur- 
ther document this fact. 



Adyertis'ing's Role Varies 

Advertising plays less of a role in 
the sale of an automohile than of a 
cake of soap. That's why an automo- 
bile manufacturer can be very ineffi- 
cient in his use of media and still stay 
in business. Why he can, for exam- 
ple, concentrate his advertising on 
"class" markets instead of "mass mar- 
kets," even though his sales depend on 
mass-market purchases. 



If a soap company made such a basic 
mistake in its media strategy (when its 
competitors did not), it would instant- 
ly head for the rocks. 

Yet advertising plays an essential 
role in the sale of an automobile as 
well as of soap. Items of frequent con- 
sumption, generally low-cost and 
bought often by lots of people com- 
mands heaviest advertising, it is true. 
Yet even products of less frequent con- 
sum])tion, and far more cost, de])end 
on volume of sales for their profits. 

Because they are not high frequency 
purchases advertising plays a highly 
significant role. An automobile com- 
pany can sell a new car to a family 
normally only once in two or three 
years. If it wants to sell more cars that 
year it must reach more families. 



When a soap company makes a cus- 
tomer through advertising, it continues 
to get profit out of repeat sales to that 
customer. But when an automobile 
company makes a customer, it loses 
him for that year, and the next and the 
next. Similarly for refrigerators, 
watches, silverware, life insurance, etc. 
The only way they can maintain their 
volume of sales is to reach lots of dif- 
ferent families. 



People don't make snap decisions 
about an "important" product that 
isn't bought very often. There is usu- 
ally a long "incubation period." (Three 
months, it is estimated, for an auto- 
mobile.) Advertising can tell the sjjon- 
sor's story over and over until a final 
decision is made to buv. 



Formal advertising isn't as good in 
some ways as the informal variet)'. It 
isn't spontaneous; it is more imper- 
sonal. But in some wavs it is better. 



It is uniform comment. It is simul- 
taneous, authoritative comment. It is 
controlled comment. Tt is widespread. 



It gets people to know about a product 
just the way the manufacturer wants 
them to hear about it. 



Adyertising's Steady Pressure 

Advertising isn't a buttonhole grab- 
ber. It soaks. One advertising impact 
tends to be like one drop of water. It's 
the steady jiressure that makes it most 
effective in finally building impulses 
into action. 



Conscious, half-conscious, (juarter- 
conscious . . . advertising doesn't work 
only by its conscious effect on people. 
Ver)' often, a person doesn't know just 
why he buys a particular brand of 
goods. His purchase is the sum total 
of all the influences on him. 



This has been demonstrated, to some 
degree, in surveys which have shown 
that people who "don't know" the prod- 
uct advertised in a radio program — 
yet who do listen to the program — are 
generally found to be significantly 
greater users of the product than non- 
listeners to the same program. 



They "(lidnt know" what was being 
advertised. But the program got them 
to buy the product just the same! 



How Does Advertising Work? 

Ben Franklin would be fascinated 
with the media through which adver- 
tising exerts its force today. One of 
them, he would find, is the biggest 
thing in all America, except for the 
people themselves: 94% of the Amer- 
ican people own and use radios. 



The older indices of the American 
way of life, the automobile, the movies, 
the telephone, the plumbing — none of 
them are so characteristic of America 
today as radio: 94% as big as the 
United States itself. 



It is interesting to note that any ad- 
vertising medium- -radio, newspapers, 
magazines — is a ]jrodnct. bought and 
sold in the open market place against 
competition like any of the products 
it sells to readers or listeners. 



The distribution it gets dej)eiids on 
its own "product appeal," on how suc- 
cessful a product it is. 

The distribution it gives depends on 
the same thing. The distribution of 
its advertising messages depends on the 
"product appeal" of the medium, not 
of the product it is heljjing to sell. 



FOR NEW YORK'S 
THIRD GREAT 
MARKET 

ALBANY 

TROY 

SCHENECTADY 

• WROW offer. 

• YOU complete 

• COVERAGE end 

• PROMOTION end 

• SERVICE 

5000 Watts • 590 K.C. 
Ask 

THE BOLLINC COMPANY 




BASIC MUTUAL 



LIKE 
A 

PARROT- 

— the Joe 
in the know 
in L.A. radio 

SAYS: 

GREATER RETURNsKl 

so- 

Ckeclz 

KFVD 



1020 
KC 



5000 
Watts 



LOS ANGELES 
— BEFORE YOU BUY! 
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When you can get RCA 
"Know-How". . . why 
take anything less? 




RECORDING 
PROCESSING 
PRESSING 



Y 



oil gel the kind of serv- 
ice you want and Ihcc/tuility 
you need at RCA ! Records 
and transcriptions of every 
description . . . slide film and 
promotion recording facil- 
ities. Careful handling and 
prompt delivery. Contact an 
RCA Victor Custom Record 
Sales Studio: 

120 East 23rd Street 
New York 10, New York 
MU 9-0500 

445 North Lake Shore Orive 
Chicago II, Illinois 
Whitehall 4-2900 
1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 5171 

You'll find useful facts in 
our Custom Record Brochure. 
Send for it today I 



custom 
sales 



Radio Corporation of America 
RCA Victor Division 



That s why it is so unpo'lant to an 
advertiser to pick a inediuin iiliose 
"product appeal' is as good or better 
than the appeal lie icants his oh n prod- 
uct to {generate. 



9S.7'v of all urhan telephone honie< 
< ()nl(l !)(■ readied by radio. 
I he same .<aliiralion figures hold to- 
da\ for faniilie'; willi rofrigerator!^. 
\\a>liing niacliines. etc. I'adio delivers 
llie complete market. 



Uadio is a soheiit thai lia^ largely 
(lis>ol\('(i tiie old (li\ ision.- iiet\vcen 
markets, tlie "elas- and "nia^s"' dis- 
tinctions tiiat av!' X) exaggerated by 
more limited media, i'cdple are \\i{)lng 
them out in tiieir pnn !iaslng hahits. 

Radio O^f^nership 

Tiiere are now tO.OOD.OOO U.S. radio 
families : 

94T< of I .S. families own radios 
65' ( have hathtuhs 
60/f ha\ e automobiles 
52' '( ha\f telephoiieh 



Saturation e\er\ where l>u( in the 
South: 

Qft'f ownership in Noitlieiistern 
U.S. 

95'/< in iXorth Central 
97'; in the West 

87' ; in the South (all the families 
with money!) 

Saturation e\er\ where hnl on the 
farm : 

9G'/< ownership in cities o\er 
.SOO.OOO 

9G7< in cities lOO.OOO to 3()(),000 
9S% in (-ities 2.x00() to 100.000 
9S'/r in cities 2.500 to 2.1.000 
Q.'V'J' in rural non-larm homes 
85'/( in farm homes ( Imt aJl farm- 
ers with mon(;\ ) 



Dther media, magazines particularh . 
are fond of pointing oni that "90% of 
our circulation owns an aut()mol)ile. 
and So forth. 



Unl this i.« a \er\ dilferent story than 
ladio. which can say that "'95% oi all 
nrhan automobile families can be 
reached b\ radio. 



M aiiazines reach splinters of these 
inari.ets. Radio reaches the whole 
iiiarhet tliroiii^h the U. S. 



Multiph Set Growth 

Heiween 194t and 1947 the L'. S. 
families with mor<! than one set almost 
doubled: \n'. in I9W. .34% in 1947. 



Not nmch dilfeienic 1)\ income lev- 
els, but with the emphasis on hii^h in- 
comes: 

98'/ of tlx' "top third" in income 

have radios 
9T/, of the "middle tliird"' 
Sb'/, of the "low third" 
Only the poorest farmers, mostly in 
the South, don't own radios. 

Some I nterlocking Markets 

Socially and statistically, the Amer- 
ii-an family has long labelled itself by 
its |)()sse.ssioii of an automobile and a 
telephone. l*(M)ple who own one or 
both are the prime markets for all na- 
tionally advertised g(»ods. Vote how 
thoroughly radio saturates markets: 



As early as 19.37 . . . 

9?i^'/< of all mban antomobile homes 
coidd be reached l>\ lailio . . . 



Autom(d)ilc sets clind)ed from 4.- 
."00.000 ill 1937 to 9.300,000 in 1948. 
Ibis nmltiple-set ownership is another 
indication of something not often em- 
phasized: radio's saturation of the 
«/>/)c/ income markets. 



Itadio s \ irtnal saturation of all in- 
come le\(ds (dten ()l).scures the demon- 
strated fact that radio first appeals to 
families with money. In 1930. when 
only 40.3' ( of I . homes had radios, 
there were sets in : 

78' ( of all A \ homes I income o\er 
.^10.0001 

73.7' ; of all A homes ($5,(K)0 to 
10.000) 

66.8' , of all HI? homes ($3,000 to 
5.0(K)) 

.S4.2'; of all H homes ($2,000 to 
3.0001 

111 1933. when .56.2'/' of all I .S. 
homes had radios, then; were radios 



in : 



87.8', of all A A hcmies 
">.i.7' , of all A homes 
i!0.7', of all HB homes 
72.0', of all B homes 
57.;',', of all C himies ($ 1,000 to 
2.000) 
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Why Is Radio So EHcctive? 

A clue: at Deshon (General Hospital. 
tl;c I .S. Army asked a group of blind 
and deaf veterans which of the two 
s(>iisi's they would sooner have restored, 
if they could have only one. 

SPONSOR 



HOW FAR CAN JARD HESS GO? 




lie's iiuuv too i:ir iilreadT. 8a\ 
8<>ni('. Tlier<'*8 tlie Htution nianagcr in 
Nortli Carolina \>lio \>rot<' that 
lie got 80 8toani«Ml up looking at the rei>r<'8en- 
tation of the "'Station Manager" 
that the print hur8t into (lame. And the 
New York ra<lio <lir<'Ctor who 
loeke<l his eopy of tin' •'A<'roiint Ex«'eii- 
tive" in his desk hecaune one of the 
agency aecoiint hig-wigs "'wns kin<l 
of Hensitive." So it's wise to ealeulate the 
risk hefor<' <hM"ornting your office with 
these five provocative, radio-rihhing, 
Jaro Iless <lrawings. They're 
12 " X 15", repro<liice<l on top-quality 
enamel stock, ideal for framing. 



Besides the Sponsor there's the TImebuyer, the Station 
Manager, the Account Executive, the Radio Director. 
While our supply lasts the set is yours — free with your 
subscription to SPONSOR. Write to SPONSOR. 510 
Madison Ave., New York 22. 



FREE, with your subscription to SPONSOR 



($8.00 per vear) 



11 you tliiiik tlie spon>or out-of-thi;;- 
woild, then wait *til you see tlic four 
others. Jaro Hess earicatures are 
availahle only with your subscrip- 
tion to SPONSOR. Extra sets, avail- 
al)le to sul)seril)ers. at $4.00 each. 



J 



"I am 100% satisfied with 
your excellent caricature titled 
Sponsor never satisfied." 

The Toni Company 
Don P. Nathanson 



"It's a good thing advertising 
men don't bruise easily because 
these Jaro Hess satires really rib 
the business." 

Louis C. Pedlar, Jr. 
Cahn-Miller, Inc. 



"The pictures by Jaro Hess 
are splendid and I'm delighted 
to have them." 

Niles Trammel! 
NBC 



"During each busy day I make 
it a point to look at them just 
once. They always bring a smile 
and relieve tension." 

Dick Gilbert 
KRUX 




OVER 230,000 
POPULATION 

l.argesi populalimi 
market in Illinois and 
Iowa, outside Chicap;o. 
Family income tops 
§5,650 per year. 
Parin machinery ninnu- 
laclnriii<i center of the 
nation. 

j 

Delivering more listeners 
at a lower cost . . . 



WHBF 

5000 Walts Bostc ABC 
AM • FM - TV 



national Hepresentalives . . Avery Knodel, Inc. 



Are YOU being misled about 

NORFOLK??? 

Getting most for your dollars 
in VIRGINIA'S NO. 1 
MARKET? 

Better double check your 
schedule NOW for this pros- 
perous, booming area! 

and get set for 

BIG NEWS IN NORFOLK 
RADIO 

in 1950! 

ASK RA-TEL .... 
about 

WSAP 



M 



M 



Serving 

NORFOLK — PORTSMOUTH 
NEWPORT NEWS 
From 
Portsmouth 
MUTUAL NETWORK 

II, Waller 1 liifrinulnn, Gntcral AIkt. 



Eighty percent said they icould 
sooner hear again. 



radio runs away from the field. 



A moment's C()ntenij)lation suggests 
why. They felt more "cut-ofi" from 
peoj)le, more lonely, when tliey couldn't 
hear human voices than when they 
couldn't see human faces. 



I ! 



Merely to look at a j)erson is to see 
only the outside ... to hear someone 
s|)eak is to get a message from within. 
is to establish a deep contact with an- 
other personality. More than sight of 
other people, more than the written 
word, the sound of other people talk- 
ing brings people together. 



The Living Voice 

Every salesman^ politician, and dic- 
tator knows that what Pliny, the 
Younger, said over 1,800 years ago is 
true today: "^Te are more affected by 
words we hear, for though what we 
read in books may be more pointed, 
there is something about the voice that 
makes a deeper impression on the 
mind." 



We respond more to speecli than to 
the written word. This is one of the 
great roots of radio's power. 



People read alone. But they listen 
together. Each person tends to a 
I greater resjionse because response is 
' infectious. Any automobile or iiisur- 
I ance salesiiiaii would much rather sell 
j a husband and a wife at the same time 
than tr\ to sell each one individually. 



One Month's Audience 

In a month, a toj) radio program 
will be heard bv 50% of all the adults 
in the U.S.: the vast majority of tliem 
hearing it two or three times in the 
month. Consider the "Lux Theatre of 
the Air.'" for which listening data is 
available, as of January, 1940; 

48.8 ^ of all U.S. })cople over IB 
heard it in a month 
of all people with some col- 
lege education 
of all people with some high- 
school education 
of all people without high- 
school education 
of all A income people 
of all B income 
of all C income 
of all I) income 



Radio's Pictures 

Radio has pictures, of course — the 
j)ictures people paint in their own 
minds. They are the greatest adver- 
tising illustrations in the world. 



\ More Personalized, Provocative 

Radio pictures are more personalized 
and provocative because they are not 



1' 




34.2^:? 



n.6% 

5L1% 
52.1% 



This is for one program, not for a 
schedule of |)rograms. 



Inherent Selling Qualities 

Sales come ont of impact, not out of 
ge(>graph\. Xot alone "how many.'" 
but '"how hard yon bit 'em " is the 
truer measure of success for any ad- 
vertising medium. Despite radio's 
astonishing horizontal stn^tch f'how 
many'" I , it is the vertical impact — "how 
hard you hit em" — that forms radio's 
bedrock oi value to advertisers. 



and SELL 

Southern Colifornia's 

TOP 

QUARTER 
MILLION 

with KFMV (FM) 

58,000 Worn 94.7 mc. 




Radio's ''great numbers" are the re- 
sult of its impact, both in j)rograming 
and advertising, not the cause of it. 
\n advertising mediinii nnist be judged 
by I his (M| nation: Sales value C(|uals 
circulation times frequency limes im- 
pact. It is in the powerful romhination 
of these three elements, each increas- 
in'' lli(> value of the other t\No. llial 
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limited by the details of printed pic- 
tures, which tend to freeze the imagi- 
nation to specific details shown. The 
Clairol Co. found this out in a maga- 
zine campaign for a woman's hair 
shampoo preparation. 



The history of the Toni Company, 
which had spot^tacular success in sell- 
ing home permanent wave kits, is al- 
most entirel) a radio success stor\ . It 
showed the other side of the coin: how 
efTectivel) radio's "pictures'" get wom- 
en to huv ! 



Message and Program Linked 

In space ad\ ertising the magazine or 
the newspaper gets the credit for the 
information and entertainment in its 
colunms. In radio, it's the sponsor 
who gets it. It is "The Lux Theatre of 
the Air. " Or Eversharp brings \ ou 
"Take It or Leave It," etc. Sponsors 
have an element of audience good-will 
that is without parallel in space media. 



Only in radio can the advertiser 
make a sharp pro-selection of the edi- 
torial frame and mood that will sur- 
round his sales message. In radio, the 
product gets its own frame — built to 
order in e\erv case! 



In radio there is no competition 
from editorial content, because the ad- 
vertiser controls the editorial content 
which surrounds his sales message. 



Sales Talk Gets Spotlight 

Once the audience is collected and 
entertained and the time has come to 
sell, the program is removed, taken off 
the stage . . . only the sales message is 
there . . . the only thing on the stage. 
This is of great importance to ad\er- 
tising. Instead of the prospect's having 
to exert himself to focus first on edi- 
torial, then advertising content, radio 
does it for him. It s easier for the 
listener to hear the sales message than 
to avoid it! 



'Ihe black and white campaign was 
so successful it "progressed" to four- 
color illustration. Sales effectiveness 
immediately dropped off. They found 
out that a woman looking at a black 
and white illustration could more 
easily identify herself with the picture, 
whether she was blonde, brnnette. or 
red-head. Any color used in the illus- 
tration which differed from the hair 
color of a reader made it harder for 
her to identify herself with the picture! 



Service-Ads go to 
client meetings 

with Radio Director 




"STANDARD RATE's Radio Section is always 
with me," says the R. D. of one large agency. 
"Even when I go to talk with clients I put it in 
my briefcase. It gives me all — and I mean all — 
the basic quantitative information I need on 
any station, except coverage. And I welcome 
ads in it that tell me something that the station 
listings don't tell, such as coverage information. 
Such ads are useful." 

You, too, have probably noticed that many sta- 
tions are supplementing their SRDS listings with 
Service-Ads* that give additional buying infor- 
mation, like WCFL's Service-Ad shown here. 
Note to Station Managers: The SPOT RADIO 
PROMOTION HANDBOOK reports the sort 
of station information time buyers say they 
want. It's full of promotion ideas. Copies are 
available from us at a dollar each. 



•SKKVICK AOS 
are ads thnt sup 
plenient and ex- 
pand SKDS list- 
ings witli useful 
Information that 
helps buyers buy. 




IMLff idk"4+''dilii-U».]BWMt 
liiiHhaq,,i.«?lJilfcii«mitr 



WOl. 1000 •* M. - win wr w4 w • vii)«» 

1.1 >.. ,J ,. i<.,«,„i.^ Ill ,., W \i-hf 

fin t": ... » j>.4 in )'•• IT ' 4i<>*l •>^-~-' '1'- 

.I'uMiin^f . IU„«J -.kll •^tfj .>«l.m 



rnilt^t f hi ,f> C*rt <>u> lilti^ Rlp'^V BrrJ. 

Ktitmui^. U.lxtuLiv «Cn k» ■ ,mtn»ilu\* iWh .killi^ mU. 

MIOnU rl.KSS ti \U\ HtTtS 




H.1 mml JtlOnf 



For your convenience WCFL runs 
such Service-Ads* as this near 
their listing in SRDS Radio Section. 



r 



STANDARD RATE & DATA SERVICE, 

The Nafianal Aufhorify Serving fhe Medio Buying Function 



I n c 



Walter E. Batthof, Publisher 



333 NORTH MICHIGAN AVENUE, CHICAGO I, ILLINOIS 
NEW YORK • SAN FRANCISCO • LOS ANGELES 



MDID 



. . . since Us commercittl ini'ttncy 



TEIEVISIDIV 



. . . since lf)3f) 



. I r# f ;r*f •/ is i tt fj 

Solioiioo<jul> aiifl York Ci<v 



30 JANUARY 1950 
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Man with a mission 

l''\eii a trade pnhlicalion is entitled 
to an oeeasioiud laps(\ 

l^eii Cradu^ is iieitlier an advertiser 
nor an ageney e\e( iitiv(\ And SPONSOR 
rarely writes about anv others. 

But tills is sroNsou's lapse. For non- 
spon.-*or Cradus is worth writing ahou*. 

Ben (iradus is direetor of LIGHT- 
Mi\(; THAT TALKS. As such, he 
<()nld lime satisfied himself with a 
good fiini. 

Vet Cradus decided that nothing 
would (h) hut perfiH'tion. 

The normal l.i-niinute <'oniniercial 
fihii uses 2().()()() feet of film. Cradus 
shot .SO. f 100. 

The normal commercial film is shot 
within the confiiK^s of a single area. 
(Jradns and his liard\ crew traveled 
2.5.()()() miles. 

Cradus insisted on naturalness. So 
e\er\ where he went he s(>lected and 
trained non-professional actors suit- 
ably linked to the locale. Everywhere 
he went he taught hahies. teenagers. 
hous(n\ i\ es. oclouciuirians to perform 
creditably in their real-life roles. 

If. after seeing ld(;HT\l\C THAT 



r \LKS, \ou consider it something spe- 
cial, you may want to remember that 
there was something special behind it. 
(Jradns was a man with a mission. 

How to sell an advertiser 

lJCflTM\(; TH\T TALKS repr. • 
>ents a serious attempt b\ broadcasters 
to bring advertisers — national, re- 
gional, and local — face to face with 
ke\ facts about their medium. 

Such a presentation is long past due. 
For \ears ad\ertisers lia\e been ham- 
pered b) a lack, of understanding of 
the advertising importance, impact. 
;ind versatilit\' of radio. \obod\ gave 
it to them, excerpt in dribs and drabs. 

For lack of such a presentation mil- 
lions were lost tf) broadcasters. 

1 he shoe-merchant who was burnt 
b\ radio advertising after using three 
announcements back in 19.32 never 
came back. I he newspaper bo\ s told 
him win he shouldn't. The radio bovs 
never convinced him lie should. 

The large automotive manufacturer 
who invests luige sums in e\er\ form 
of advertising, except radio, might 
fiuickly lia\e changed his mind if he 
had been given the wherewithal to 
re<?ognize that the persuasiveness of ra- 
dio — its intense huiiuui appeal — work** 
just as well for autos as it does for 
soaps and cigarettes. This industrial- 
ist is too busy to give much time to 
consideration of specific advertising 
problems. But little bv little he picks 
up an appreciation of media. Radio 
was one that didn't get through to him. 

The department store with the radio 
taboo certainly would take a longer 
look if its owners knew the basic di- 
rect-selling jobs that Schuneman's in 
St. Paul. ZCMl in Salt Lake Citv. 
Polsk\'s in Akron, and other progres- 
sive stores assign to radio — and with 
what effect. 

LICHT\I\C THAT TALKS will 
guarantee an initial interest . . . and at 



least the beginning of appreciation of 
radio by thousands of advertisers who 
had none before. 

But SPONSOK hopes that what l\u> 
uni(]ue documentar) develops will be 
only a start. "Sow comes the real work. 

It's up to broadcasters to follow with 
individual showings of the film, per- 
haps in its briefer \ersions: by per- 
sonal solicitation; by well-planned 
presentations pinpointing radio s place 
in the advertiser's scheme of things. 

We recommend that this Souvenir 
Issue of si'ONSOK. prepared as a fact- 
and figures supplement to the film, be 
used to the fullest. 

The forces that bring about as im- 
portant a presentation as LKHITXIXC 
THAT TALKS augur well for the fu- 
ture sales aggressiveness of radio. 
Radio is a great medium . . . and it will 
be greater for remembering that there's 
no substitute for constructive selling. 

How to see the film 

The word is spreading that radio 
has something in LICHTNINC THAT 
TALKS. During the past week or two 
inquiries have been received at sroN- 
SOK from advertisers and agenc) execu- 
tives who want to see the ftlni and 
wonder how that can be arranged. 

On page 42 of this issue is a story 
describing the industry's plans for 
showing the film to sponsors, prosper- 
live sponsors, and advertising agenc\ 
personnel. As sponsor went to press 
the dates of area showings were not 
snlFicienth defined to he published. 
These will he relea^^ed by the BAB. 

Stations in \our own area will be 
glad to provide further information on 
showings. si'OXSOR will be happ\ to 
answer (piestions and to dig up an\ 
data available on dates of showings in 
specific areas. The BAR office. 270 
Park Avenue. \ew York City, is acting 
as (dearing house for show ing dates. 



Applause 



Awareness of radio: 1950 

Long before the first showing of 

li(;htm\(; that talks, national 

and local ad\ erlisers and agenc\ execn- 
li\es were asking when and where thev 
might see the film. 

Man\ surh (pierics '-aine lo sponsok. 

To u-i this wave r)f interest repre- 



sents several things. 

It mdicates a keen awareness of 
radio: \050 variety. It reveals the 
coiiniiercial \italit\ of the most exten- 
sive advertising medium availabl(\ 

It expresses the urgent need for 
radio prcsenlalion material that will 
help advertisers appreciate the impor- 
tance of the medium. 



It represents a basic interest in all 
advertising, and a deep desire on the 
part of advertisers to place the several 
mediums in their proper persp(Mnives. 

LICHTXIXC THAT TALKS will 
contribute .substantially to a better un- 
ilerslaiiding of radio. 

Sponsor is pleased to note the wide- 
spread recepti\'ily to its message. 
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ROPED! 
TIED X^^^^^^-^^J^ ^ 
READY FOR BRANDING ! 




That's the breezy Arizona way of telling 
you that more than 

HALF A MILLION ARIZONANS 

who, annually, spend more than 

HALF A BILLION DOLLARS 

in KOOL's retail trading area provide a 
ready-made, loyal audience 

for YOUR SALES MESSAGE 

- made doubly responsive by KOOL's 
active showmanship and local promotion 



the consistently top-Hooperated 

COLUMBIA NETWORK PROGRAMMING 




Key Stafion of the 

Radio Network of Arizona. 

KOOL, Phoenix 
KCKY, Coolidge 
KOPO, Tucson 

100% coverage of Arizona's 
richest area comprising 75% 
of the State's population. 



Your COLUMBIA Station 



IN ARIZONA 



5,000 WATTS DAY and NIGHT 960 KCs 

Phone, wire or write for availabilities today 

NATIONAL REPRESENTATIVES 

George P. Hollingberry Co. 

NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO • ATLANTA 



Makes You 



Stronger! 



The ri^ht kind of food builds youup. 
And so does Radio Sales res^rch. 

Take the case of the food s.|-)on- 
sai* who wanted to be stronger i 11 
Intermountain America. A Radio 
Sales Account Executive — backed 
by the most resourceful reseafch 
department in spot radio— showed 
htm how he could get 3 times as many 
Listeners at less than one-third the 
iost-per-thousand. By switching to 
■KL ii Salt Lake City. So he did. 

You^ tao> can make your adver- 
tising :fo powerful it'll pick up extra- 
profits ... in 13 of your most 
impuftint markets. Just call. . . 

Radio and 
evisiffM Sita ' wnn tifpf^Csenta ii r . . . C / 

Orprcsentine wcbs. wjFki. wTor. wi-a* , wrva, wht. wati, 

KMOX. WBBM WrCO. K L. KNX K< K *Cf IV. WCAU TV *V|ITV 




Ciiluiiililii I'iciflc N'l-twufk 



